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from 4” to 24”... 
“There is nothing finer 
than a DIAMOND” 


Establish your store as one that carries a full line 

of the long established and well known Diamond and 
Diamalloy Wrenches and Pliers. 

When you order adjustable wrenches insist on the 


Diamalloy Brand. Stocked by leading wholesalers. 
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NEW FROM THE WORLD'S LARGEST MAN UFACTURER OF FIX-UP, PAINT-UP TOOLS 


Put-it-On 
‘roots Tool Center 


Handy to take-it-off or putiton 


The most complete, fast selling assortment of Fix-Up, 
Paint-Up Tools ever assembled and merchandised on 
one modern store fixture. This All-American-made prod- 
ucts Center features 25 different self-serve packaged, 
best selling tools for the new or modernized store. The 
Tool Center is of wood construction and finished in pea- 
cock blue and features an attractive and informative 
two-sided identification sign. Tool Center will fit any- 
where on the sales floor in with other fixtures or as an 
end unit for counter or gondola. Write Hyde to obtain 
full particulars on how to get this attractive fixture with 
tool assortment for your store. 








Fixing and Painting 


TOOLS 


Mandy to takeitofi or putiten || 





No. 500 


HYDE MANUFACTURING CO. 
Southbridge, Massachusetts, U.S.A. 


™ FLOOR 


Smorgas-board 


@ New, versatile No. 400 4-way 
A Fixture displays 168 fast selling, 


Fix-Up, Paint-Up Tools as a floor 
unit, wall stand, counter topper 
or can be suspended from the 
ceiling. Write for particulars. 


No. C120 Tool Tower 
Hyde Floor Tool Tower with Pop- 
ular Fix-Up, Paint-Up Tool Assort- 
ment, thousands now in use. 





Call off the Dogs 


One of the junior clerks figured that since the Oxco #12 
Brush Merchandiser had done so well selling Oxco brushes, 
it might move some other stuff, too. Now, it’s so well hidden 
by odds and ends, it can’t sell much of anything. 


He overlooked two things. First, the Oxco Merchandiser was 
designed to sell brushes and sell brushes only. That's the 
job it does and does well. Secondly, no other brush sells so 
well in hardware outlets as Oxco. 


We're all in favor of keeping your Merchandiser stocked, but 
stock it with the things that move best . . . Oxco brushes. 
Follow the Turnover Handbook recommendations (except for 
unusual local conditions) and you'll sell the most brushes and 
make the most money. 


The Oxco #12 Brush Merchandiser features twelve of Oxco’s 
top sellers. If you manage a larger-than-average volume 
store, we suggest you investigate our #25 unit which effi- 
ciently handles twenty-five popular styles. Any questions? 
See your Oxco jobber. He has the answers. 


THE LINE THAT 


OX FIBRE BRUSH COMPANY, INC. 
ereonicn Lalebleshed /S8¢ maaviano 
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with this Nicholson or Black Diamond display. Re- 
member the old rule... “You can’t sell ’em unless 
you can show 'em.” Here’s a smart way to get around 
the problem. 48 of the most popular files come with 
orange and black Hi-Ilmpact plastic handles. They’re 
carded, with suggested uses and the price on every 
file. The file and card are skin packed to assure 
lasting, factory freshness. ¢ Use the display on 
counter top or on pegboard. It’s free with the pur- 
chase of the 48-file assortment. * Stop shoppers 
cold. Convert browsers into buyers. Order this self- 
selling file display from your regular Nicholson or 
Black Diamond wholesaler soon. You'll see sales 
and profits pick up. ¢« Handles designed and manu- 
factured by The Danielson Manufacturing Company 
—a Nicholson subsidiary. 


HERE’S WHAT YOU'LL MAKE 
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Dealer Says: "Cash Slips Better than Stamps” 


Dream House Makes Profit Dreams Come True 


First promotion is so successful it is repeated within a 
few months. Proof that attraction for children pulls. 
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Keeping Store Updated Pays Dividends 
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WELDWOOD WOOD FINISHES CENTER. Here's a permanent, self- WELDWOOD PUTTY STIK® DISPLAY—helps make impulse items out of 
service, selling tool for your store. It features a header with 40 these fast-selling touch-up tools. Almost every homeowner can use 
real wood samples that show your customer the wide variety them to fill nail holes and other minor surface imperfections 
of effects they can get with Weldwood quality wood finishes. quickly and easily after finishing. In twenty popular wood shades. 


WHY YOU MAKE MORE PROFITS WITH WELDWOOD 


The fastest selling line of quality finishes, waxes and adhesives 


1. A fast-selling line like Weldwood® means fast turnover, 
smaller inventories—means you can stock fewer brands 
and sizes. In short, more profits with less space. 

2. A full 40% discount on every product—on any quantity— 
biggest markup in Weldwood'’s history. 

And here’s why Weldwood is the fastest selling line in the business. 

1. Part of the reason is on this page—eye-catching self- 
service displays. Their valuable “how-to” information 
stops prospects, shows them what good results they can 
get, helps clinch your sale. 

The Weldwood name—a trusted symbol of quality. 

Your selling efforts are backed up by fresh, persuasive 
national advertising, including Life, Better Homes & 
Gardens, American Home, Popular Mechanics, Popular 
Science Monthly, Mechanix Illustrated. 

Act soon. Call your jobber for details about selling Weldwood 

—the profit line. 

WELDWOOD FLEXIBLE WOOD TRIM® completes the fast-selling 

Weldwood line. This paper-backed real wood is ideal for inlay 

work and edging plywood and lumber. Comes in handy 8’ rolls 

and in 6 different woods. 


ADHESIVES 


WELDWOOD ADHESIVES CENTER—holds the complete line of fast- 


selling Weldwood adhesives—from Presto-Set® to Weldwood WO 0 D F | N | S H 3 S 

Contact Cement. The display is permanent, eye-catching, and be- . 

cause it’s self-service, you save time in addition to more profit. Products of United States Plywood 
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Can You Live With the Giants? 


Several huge hardware stores have opened in various sections of the 
West in recent weeks. In the past 10 years a number of other big stores 
have started in the West, particularly in California. 

The dynamic population growth of the 13 Western states has been 
chiefly responsible for the development of the giant hardware store. These 
large stores pose a question: What happens to the conventional hardware 
store, when a giant moves in? Is the smaller store swept out of business 
by the wave of traffic pulled into the big store? 


Some small stores are hurt. In most cases these are the weaker stores 
and would be affected by any competitor that moved in, regardless of its 
size. 


However, experience has shown that many of the smaller dealers will 
continue in business, despite the giant. They may experience a slump for 
a few months until they are able to readjust themselves to the new com- 
petitive conditions. 


This problem of facing up to the giants is not a new one; hardware 
stores have encountered this situation many times in the past. The de- 
partment stores and the mail order houses were giants of the past. The 
chain drug stores, the discount houses and the supermarkets are among to- 
day’s giants. 


How have dealers in the past met the challenge of the giants? First, 
they met it by realizing that they can offer services and products that are 
beyond the reach of the large units. Included in this is personal service 
and a close relationship with customers. 


Then, too, they put emphasis on special services, such as key cutting, 
pipe threading, glass cutting, just to name a few. Above all they make an 
effort to build a helpful, friendly atmosphere in the store, an atmosphere 
that encourages customers to seek technical advice on handling jobs 
around the house .. . and to buy the merchandise for doing these jobs. 


A third phase in meeting new competition is to always have a mind 
that is open to new ideas. Call on suppliers for ideas and help. Read 
business papers, such as HARDWARE WORLD, carefully for promotion ideas, 
and new merchandising suggestions. Keeping the store appearance fresh 
and modern is also an important part of this procedure. 


Above all, it is important to remember that today’s giant hardware 
stores started as small stores. They, too, had to meet competition and 
they grew large because they learned how to meet and beat these other 


outlets. You can, too. 
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Sell the WELLSAW 400 Every once in awhile a product comes along that 
for jobs like these... catches the imagination because it’s practical 


and it’s different. That’s what is happening with 
the Wellsaw 400. 


The Wellsaw 400 is a simple but tremendously 
effective idea in sawing. The user can quickly learn 
to do anything with it that he can do with a hand- 
saw. The Wellsaw 400 is well built. It features a 
husky 7 amp. motor, precision ball and needle 
bearings, heat treated helical gears—you can sell 
it with confidence. The Wellsaw 400 performs re- 
markably. 8” blade is all usable, cuts on in and 
out strokes with no whip, no kick, no pull. 


Start cashing in on the profit potential of the 
Wellsaw 400 right away. Write for full informa- 
tion or ask your wholesaler to place an order 


Cut Posts and Beams Saw Flush With Support for you 


WELLS MANUFACTURING CORPORATION 
SAW SPECIALISTS SINCE 1925 


1465 SERVICE RD. ° THREE RIVERS, MICH. 
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“NAT” STANDS 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 

the snap and color of National’s high-visibility labeling and uniform packaging. 

These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 

Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for greatest Mati 
sales appeal. fiona £ 


 Palechodbode 


Ask Your Distributor . . . He Knows 


THE NATIONAL SCREW & MFG. COMPANY if 
Cleveland 4,Ohio + Los Angeles 22, California ' an 


CHAINS 
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The NHMA proudly invites all the 
nation’s buyers and merchandisers 
of housewares products to the 
most comprehensive industry show 
ever held. Products, people and 
merchandising ideas will dramatize 
housewares progress against the 
spectacular backdrop of Chicago’s 
magnificent new lakefront exposi- 
tion center. Don’t miss the only 
complete, the only national picture 
of the housewares industry. 





34" NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 


McCormick Place - Chicago 








Serving the housewares industry siuce 19S8 
NV Gale) ). Vem leltl-) 4.7 1-1 4-0 Viel do Vonage) 14-1 We Vt felel) Gale). 


1130 Merchandise Mert + Chicago 54, illinois 
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THERE'S SALES MAGIC IN THE 
COMPLETE CRESCENT LINE 


Ever since Crescent originated their famous sale promotional material and product 
adjustable wrench more than fifty years ago, excellence combine to make Crescent 
the Crescent trade marks have stood for top a high-profit, fast-turnover line that no 
quality in hand tools. Year by year Crescent alert tool dealer can afford to overlook. 
has added other tools until today Crescent 

is one of the broadest, most diversified lines 

that a dealer can stock. 


National advertising, effective point-of- CRESCENT TOOLS 


Sign O lhe GHtisan 
Symbol oh Erccllence 


Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, FAMESTOWN, NEW YOR K 
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NOW AVAILABLE... 
MARKETING ASSISTANCE PROGRAM 


Offering manufacturers counsel in marketing 
has long been a Chilton practice. But count on 
Chilton to move ahead with the times. Today 
Chilton’s intensified activity in market research 
is a development that can help you get more 
out of your sales and advertising dollars. The 
stepped-up facilities—organized in depth and 
breadth—are identified as M-A-P, an efficient, 
penetrating Marketing Assistance Program. 


If you are a manufacturer searching for new 
talents and tools in your marketing operations, 
Chilton can put a wealth of manpower and a 
multiplicity of facilities to work for you. All 
Chilton publications have marketing data repre- 
senting years of selling experience and research 
in their respective fields. And Chilton’s fully 


staffed Research Department is equipped to 
help you develop additional data to give even 
better direction to your marketing plans. 


Chilton’s standards of editorial excellence and 
quality-controlled circulation in 17 business 
publications are now linked with stronger and 
more complete marketing information for ad- 
vertisers. Chilton representatives will be glad 
to give you more details. 
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PENCILS, SCISSORS OR KNIVES 
ean be sharpened with this self-con- 
tained electric unit. Magnetic knife 
guides hold knives in correct position. 
Sharpener measures less than seven 
in. long and less than four in. wide. 
Pencil sharpener has_ shavings 
catcher.—General Electric Co. 
For Details Circle 100 on INQUIRY CARD 


SELF-ADJUSTING telephone lock 
fits all dials. Locking mechanism au- 
tomatically adjusts as key is turned. 
Prevents unauthorized outgoing calls 
in homes or offices. Lock is bright 
chrome finish with cylindrical shape. 
—Yale & Towne Manufacturing Co. 
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UNDER-DRAWER SLIDE has hard- 


ware completely concealed when 
drawer is open. Mounting uses space 
between drawers. Nylon rollers offer 
easy operation. Four standard sizes 
available from 17 to 24 in. Will hold 
50 pounds without sagging.—Knape 
& Vogt Mfg. Co. 
For Details Circle 101 on INQUIRY CARD 


GLOWING FLUORESCENT §sspray 
paint is in six-ounce dispensers. Six 
colors available. Giant cap and label 
are imprinted to match color of con- 
tents. Paint can be be used on most 
any white surface. Up to four times 
brighter than ordinary colors.—Kry- 
lon, Inc. 
For Details Circle 104 on INQUIRY CARD 


PORTABLE CHARCOAL HEATER 
for quick-acting heat. Use for family 
camping, fishing and hunting. Can be 
used to heat barns, garages or unfin- 
ished buildings. Weighs one pound, 
six ounces. Heater is 92 in. high and 
4¥, in. in diameter.—Simplex Port- 
able Heater Co. 
For Details Circle 102 on INQUIRY CARD 


TUBULAR CONSTRUCTED nail 
and ripping hammer with natural 
rubber grips. Special Holiday gift 
carton has rich, royal blue felt-type 
material with metallic gold decor. 
Carton comes at no extra charge for 
limited time only.—Vaughan & Bush- 
nell Manufacturing Co. 
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HEART-SHAPED for the romantic 
cook. Valentine’s Day Sweetheart 
cake pans are red coated aluminum 
foil. Pans will take eight-inch cake. 
Can be used for gelatin molds. Red 
coating is permanently bonded to 
outside for festive serving.—Ekco 
Products Company 
For Details Circle 106 on INQUIRY CARD 


PLASTIC LINER in all aluminum 
picnic cooler chest is immune to mil- 
dew and food acids. Marlex poly- 
ethylene is seamless and aids insula- 
tion without adding weight. Wipes 
clean with damp cloth and said to 
stay odor-free.—The Hamilton-Skotch 
Corporation 
For Details Circle 110 on INQUIRY CARD 
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SIZE O PHILLIPS screwdriver for 
use in television and electronics in- 
dustries where small Phillips head 
screws are used. Driver has amber 
Tenite No. 2 plastic handle with high 
quality steel bit. Handle is shock re- 
sistant; resists grease and acids.— 
P & C Tool Company 
For Details Circle 107 on INQUIRY CARD 
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POWER TAPPING with '4-inch drill 
saves time in tapping one or more 
holes. Five-to-one reduction has in- 
stant reversing. Can be used as 
screw driver. For drill press use, 
'4-inch adapter is available with yoke 
to fit 14 to 20-in. columns.—Babcock 
Mfg. Co. 
For Details Circle 111 on INQUIRY CARD 


COAL OIL LAMP in modern dress. 
Fluorescent post lantern has three 
inch aluminum tube 9% feet high. 
Plastic and aluminum lamp has 14- 
watt tube which burns indefinitely.— 
A. M. Andrews Company 
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COPPER PLATED HANGERS give 
economy and strength and come in 
full range for copper tubing in sizes 
from %% to six in. Included are ad- 
justable ring, hinge and clevis hang- 
ers with extra heavy plating to resist 
corrosion.—The Grabler Manufactur- 
ing Company 
For Details Circle 109 on INQUIRY CARD 
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CONVERTIBLE BABY JUMPER 
folds flat to four in. for storage in 
cabinet or car trunk. Jumper con- 
verts to stationary reclining seat. 
Springs are concealed within tubular 
steel frame for safety. Other fea- 
tures are vinyl seat and enameled 
steel tray—Hamilton Cosco, Inc. 
For Details Circle 112 on INQUIRY CARD 
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ROOST NO MORE is for the birds. 
An effective bird repellent said to be 
harmless and humane. Makes roost- 
ing place uncomfortable that discour- 
ages birds from landing.—National 
Bird Control Laboratories 
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CUTTING BOARD is inside door of 
bread box. Sturdy box is made of 
polypropylene, rigid plastic. Comes in 
permanent colors to match other 
pantryware line.—Republic Molding 
Corporation 
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UCULLOGH CULLOG® 


TWO-CYCLE MOTOR OIL is non- 
ash-forming. Added detergents re- 
duce formation of ash deposits for 
clean running engines. Keeps rings 
from sticking and spark plugs from 
fouling.—McCulloch Corp. 

For Details Circle 119 on INQUIRY CARD 
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UNCONDITIONAL GUARANTEE on 
pocket knives. Sample boxes are of- 
fered free to dealers. Boxes, in 
flamingo and black and white feature 
unconditional guarantee. — Robeson 
Cutlery Company 
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REPLACEMENT FAUCET HAN- 
DLE features “vise-grip.” Hex wrench 
supplied for tightening. Available in 
two models. Handles are adaptable to 
all stems. Finish is mirror polish 
chrome.—Chicago Specialty Mfg. Co. 
For Details Circle 117 on INQUIRY CARD 


ALL-PURPOSE SAW has two speeds. 
Use for wood and metal working. 
Will cut flush and in several direc- 
tions. Will operate in any cutting 
position.—-Stanley Electric Tools Div. 
The Stanley Works 
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DOUBLE DUTY dust collector for 
home workshop use. Heavy duty vac- 
uum cleaner is connected directly to 
tool for dust and chip collecting. Also 
used for paint spraying.—Rockwell 
Manufacturing Company 

For Details Circle 115 on INQUIRY CARD 


DISPENSING APPLICATORS for 
gasket sealing. Spreader cap for tube 
use and screw-on applicator for liquid 
sealant. Keeps sealing compound on 
material and off hands. — Permatex 
Company, Inc. 

For Details Circle 118 on INQUIRY CARD 
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“NUT BUSTER” splits rusty and 
frozen nuts without damage _ to 
threads or bolts. Cutter can be re- 
sharpened by grinding. Comes in two 
sizes to fit large and small nuts.— 
Borroughs Tool and Equipment Corp. 
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Here's news for dealers all over the country who are using 
Southern Screw Company's Wood Screw Actual Size Chart 
to help customers select the right size and type wood screws 
without pulling stock from shelf. 

Southern's done it again! Now you can get a companion 
chart showing the actua/ sizes, head styles, materials and 
finishes of Southern’s USA-made machine screws and tap- 
ping screws which are available in Southern Screw's hand- 
some packages. 
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TIME-SAVER AND 
Lr, 


SCREW COMPANY 


STATESVILLE © NORTH CAROLINA 
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Contact your Southern distributor today about this helpful, 
time-saving, selling aid... ACTUAL SIZE CHART for 
MACHINE SCREWS and TAPPING SCREWS (reproduced 
above half-size). Available free, only through distributors of 
Southern Screws. 


Sold Through Leading Wholesale Distributors. Ware- 
houses: New York « Chicago « Dallas + Los Angeles. 


Wood Screws « Stove Bolts * Machine Screws & Nuts * Tapping Screws « Carriage Bolts « Wood Drive Screws 
For Details Circle 11 on INQUIRY CARD 
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By DAVID R. HEINLY 


Chilton News Bureau, Washington, D. C. 


If You Want A New Federal Fair Trade Law, 
Now Is The Time To Tell Your Congressman 


Fair trade supporters will get 
another day in court. The U. S. 
Supreme Court has agreed to re- 
view a case involving fair trade 
price enforcement by out-of- 
state firms. 

Western businessmen who 
have backed fair trade legisla- 
tion in Congress, so far without 
much success, may get their best 
chance next year. The outcome 
of the case before the high court 
will have an important bearing 
on the shape and support of fair 
trade bills in the next Congress. 

The case deals with an east- 
ern court ruling which forbids 
out-of-state firms to seek the 
court’s help in enforcing fair 
trade agreements unless the firm 
registers as a regular in-state 
business enterprise. 

Fair trade merchants clearly 
see the danger of such an inter- 
pretation. If out-of-state firms 
had to register in another state 
in order to secure that state’s 
aid in enforcing fair trade busi- 
ness agreements, they would 
also be subjecting themselves to 
taxation by that state. The state 
could impose ordinary business 
taxes on the firm simply because 
it was registered as an in-state 
enterprise. 

The firm could be taxed even 
though it had no real establish- 
ment in the state. 

Should the Supreme Court up- 
hold the ruling, it could deal a 
death blow to fair trade busi- 
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ness practices. It would clearly 
be up to Congress next year to 
rescue it. 

It is up to businessmen to let 
their congressmen know where 
they stand on the question, and 
in no uncertain terms. 

* * * 

THE SUPREME COURT has 
also agreed to hear five cases 
this year dealing with contro- 
versial state blue laws. Outcome 
is expected to act as a guide for 
uniform practice among states 
on the question of Sunday busi- 
ness. ... Blue laws stem from 
colonial ordinances enforcing 
the Christian sabbath. .. . Mod- 
ern support includes guarantee- 
ing employees at least one day 
off a week. Foes of blue laws 
point out that Sunday is not a 
sabbath for all religious sects, 
such as Jewish for example. 
They also argue that suburban 
population development is 
changing shopping patterns in 
many areas. Result of Supreme 
Court’s ruling will have effect 
on sales patterns in many areas, 
no matter what it says. 

ok os ok 

NEW HIGHER FREIGHT 
RATES for the nation’s rail- 
roads were okayed by the Inter- 
state Commerce Commission as 
of October 24. While ICC ap- 
proved an overall rate boost of 
about 1.7 per cent, most western 
roads will probably balk at rais- 
ing fees that high. ... Western 


for Tum 


ERNERS 


rail officials advised against the 
original rate hike petition be- 
fore it was submitted to ICC. 
Some rail spokesmen point out 
that higher rate ceiling in some 
areas will permit selective cuts 
to be made in others to meet 
competition from truckers and 
barge shippers. . . . This com- 
petition has been most keen in 
the west. 


* * * 


PRESIDENT EISENHOWER 
accepted Tariff Commission rec- 
ommendations that import dut- 
ies on foreign made bicycles 
should not be changed. , 
Prices should hold steady 
throughout the holiday season. 

. . Exceptions are bikes made 
in Czechoslovakia. Tariff Com- 
mission found Czech bikes were 
being dumped (sold at less than 
fair value) on the U. S. market. 
Treasury Department slapped 
special “dumping” duty on 
Czech bikes to bring prices back 
in line with other makes. 

* * a 


FARM PRICES on the up- 
swing is good news for western 
hardwaremen. . . . Department 
of Agriculture reports average 
farm prices at 81 percent of 
parity during month ending Oc- 
tober 15.... This is a point bet- 
ter than September. . . . Report 
showed prices paid by farmers 
dropped slightly in same period. 

* * * 


WESTERNER IN THE 
NEWS is William Garrard Reed, 
Seattle timber executive. ... Mr. 
Reed was U. S. delegate to 18th 
Session of the Timber Commit- 
tee of the United Nations Eco- 
nomic Commission for Europe, 
held last month in Geneva. 
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More Sales With New 
Electrical Gondolas 


Dealer Expands Electrical Merchandise Display 
and Ups Sales 25 Per Cent... Wholesale Sales- 


man Inventories Stock Weekly and Replaces 


Sold Items 
Moving Items 


Lakeshore Hardware 
Oakland, California 


AT THE SUGGESTION of 
his wholesaler, Ward Cobb, pro- 
prietor of Lakeshore Hardware, 
Oakland, Calif., explained his 
display of electrical merchan- 
dise. 

He installed two nine-foot 
self-help display tables, replete 
with bins of various sizes. And 
he stocked these with merchan- 
dise, with a special bin for each 
fixture. Each bin bore a stock 
number that corresponded with 
the number of that item on a 
master stock list that he main- 
tained for inventory purposes. 
Each item in the bin had a price 
tag. 

The effect of this display was 
to place before his customers for 
the first time a complete array 
of the store’s electrical mer- 
chandise. This enabled them to 
browse about and select the item 
they wanted. Often they did 
not know the name of the item, 
but they recognized it when they 
saw it. 

As a result of this display, 
Cobb says that within six 
months his sale of electrical 
merchandise showed an increase 
of 25 per cent. “We got a lot of 
business we had lost before,’’ he 
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Dealer Carries Fewer Slow 


STORE OWNER, Ward Cobb (standing), checks merchan- 


= a 


dise as customer helps himself at gondola. 


said. “‘People would come in and 
if they didn’t see the part or 
fixture they wanted, they did 
not buy. They didn’t ask for 
that particular item, because 
they didn’t know the name of it. 
It was difficult for them to de- 
scribe. So they let it go, and 
we lost a sale. A sale that some 
electrical store got, no doubt.” 

The display—the way it is 
set up—was worked out by the 
wholesaling firm, Sloss & Brit- 
tain. A salesman comes in once 
a week, and checks the stock. 
He uses the master list and 
checks the stock in each bin. He 
replaces items sold and checks 
these against the stock number 
on the bin. 

If one particular item sells 
better than others, a larger sup- 
ply of these are put in the bin. 
If the demand for a certain 
item falls off in sales, then few- 
er of these are stocked. 

“The jobber salesman takes 
care of it for us,’ Cobb said. 
“Using the master stock list, 
it takes him about 20 minutes 
to check the stock, and replace 
the articles sold. It used to take 
us from two to three hours when 
we did the job once a month. 


And we didn’t have nearly ; 
large a display. 

“We figure it has saved us 
the work of half a clerk,” he 
added, as well as increasing our 
sales and the efficiency of the 
department. And it has pleased 
our customers. They don’t have 
any trouble in finding what they 
want now.” 

He says that the home owner 
who does odd jobs about the 
house is a “particular breed.” 
“He doesn’t want to let you 
know that he doesn’t know the 
name of the part he needs to fix 
an appliance, or whatever it may 
be. So he just comes in and looks 
around, and if he doesn’t see 
what he wants, he leaves. 

“We can spot these customers 
as soon as they come through 
the door. If a clerk asks if he 
can be of help, they tell him they 
are just looking. We let them 
look. We don’t bother them. 
They’ll go directly to the back 
of the store where we have the 
electrical merchandise display- 
ed. Pretty soon they’ll come to 
the counter, with the part they 
have selected. They are happy 
about it because they weren’t 
sure they could find that particu- 
lar item.” 
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STORE WAS MOVED early in 1960 from middle of 
block to a corner location. It is now accessible to eight 
lanes of traffic, has better parking facilities and more 
attractive front. Building, containing 2000 sq ft of 
space, has 40 ft. front and 50 ft. depth. 


Re-location is Important to 


Southern California Dealer 


A PLANNED MOVE, one 
block from previous store, has 
resulted in a one-third increase 
in gross annual sales for Ham- 
merhead Hardware, 7769 Uni- 
versity Avenue, La Mesa, Calif. 

Owner Tom Smith gave these 
reasons: 

“The previous store was lo- 
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cated in the middle of the block. 
As a result, we attracted only 
motorists traveling in one lane 
of traffic—the one closest to the 
store. That lane was used by 
persons in the morning, going 
to work. Naturally, they were 
in a hurry and wouldn’t stop. 
In the evenings, they refused 


to cut across the main highway 
to shop in our store. 

“Our new store is located at 
an intersection where eight lanes 
of traffic find our parking lot 
easily accessible. In addition, 
the store is on the side of the 
street on which homecoming 
workers travel. It is, therefore, 
convenient for them to stop for 
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Hammerhead Hardware 
La Mesa, Calif. 


a minute or so to pick up needs 
before hurrying home to sup- 
per.” 

Off-street parking is impor- 
tant, according to Smith. His 
lot accommodates six cars. Signs 
are equally important and should 
communicate immediately to 
fast-moving motorists the type 
of store. A large neon sign next 
to the highway has a hammer- 
head projecting above it. 

Smith also uses the entire 
west wall, exposed to view of 
passing motorists, for creative 
advertising. “‘A blank wall has 
infinite possibilities,” he says. 
“We chose to use ours for a 
wordless sign.” Five huge tools 
(15 feet tall, 5 feet across at 
wide end, tapering to 6 to 8 
inches) cut from %4-inch wea- 
therproof plyboard and painted 
in bright colors tell the hard- 
ware story at once. Smith drew 
and cut the designs himself. 

The new store is stocked with 
$31,000 worth of merchandise 
displayed on $5500 worth of new 
fixtures. Cost of new building, 
land and parking area was $35,- 
000. The only other cost was 
the moving of his $1500 sign. 
The cost $600. 

“We don’t look at it as an ex- 
pense,” explains Smith. “It’s 
an investment. We are swiftly 
recovering our original invest- 
ment and look forward to years 
of resultant profit.” 
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WORDLESS SIGN was put on blank wall by owner, Tom Smith. Weatherproof 
plywoed, %4-in. thick was cut in shape of five popular hardware store items. 


NEW FIXTURES, shown off by Smith, were put in new location. Attractive 
displays and large variety of merchandise are customer features of store. 
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Model Hardware Store 
Opened by Ernst 


Ernest Hardware 
Bellevue, Wash. 


A FEW DEPARTURES from 
conventional hardware — store 
layout are incorporated into the 
new Ernst Hardware store in 
Bellevue, Wash. At the same 
time, the store is a solid exam- 
ple of good, sales-productive 
merchandising techniques. 

“We have gone all-out to 


HANDSOME EXTERIOR OF NEW STORE INVITES CUSTOMERS 


Unconventional Layout with Solid Merchandising 


Techniques is Built into Store . 


. . Wide Aisles, 


Low Gondolas, Shopping Carts and Two En- 
trances are some of the Features of this Self- 


Service Store 


bring Bellevue the most modern 
hardware store we_ presently 
know how to build,” according 
to M. L. Bean, president of the 
board and general manager of 
Ernst Hardware. 

The Bellevue store is one of 
eight Ernst Hardware units lo- 
cated in the Greater Seattle 


Area. It replaces the older Ernst 
store estabiished in Bellevue in 
1944. Manager of the store is 
Richard Etchey. He has been 
with Ernst for 17 years, the last 
three and one-half as manager 
at Bellevue 

The store is located in the 
Bellevue Plaza Shopping Center. 


IN SHOPPING CENTER. 
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CHECK-OUT AREA at front of store 
with “split L” type grocery store 
counters. Four counters provide fast 
check-out for customers. Exit doors 
are located adjoining check-out area 
for smooth traffic flow. 


It contains over 11,000 square 
feet of floor space. Most of this 
space is in sales area. Ware- 
house space at rear is equipped 


with merchandized conveyors 
for receiving and handling mer- 
chandise quickly and efficiently. 

Sales area of the store is laid 
out to give maximum display in 
minimum floor space. For in- 
stance, a wide assortment of 
television sets are displayed at 
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back of store, on wall fixtures 
only. Compact floor displays of 
white goods are located directly 
in front of the television dis- 
plays. 

Island fixtures used are the 
comparatively narrow based 
type with nearly vertical shelf 
alignment. Adjustable shelving 
allows maximum flexibility for 
all types of merchandise. Wide 
aisles encourage free flow of 


WALL SECTION of portable power 
tools and hand tools uses four shelves 
and perforated board for display. All 
items are clearly priced, plus price 
marks on edge of shelving for cus- 
tomer convenience. 


traffic throughout store. 

Good traffic flow and addi- 
tional impulse sales which this 
encourages are stimulated by 
brilliant lighting throughout 
the entire store. Island displays 
are low enough that shoppers 
can see all departments from 
virtually any spot on the sales 
floor. 

Merchandise carried includes 
just about everything needed 
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LIGHT FIXTURES on display hang 
from ceiling in electrical department. 
Gondola holds electrical supplies for 
easy selection. Bath fixtures along 
wall section includes cabinets and mir- 
rors on Peg Board hangers. 


for the home, according to the 
management. Major depart- 
ments are general hardware, 
plumbing, hand and power tools, 
garden supplies, sporting goods, 
camping equipment, _ electric 
supplies and _ fixtures, toys, 
housewares, small and large ap- 
pliances, TV, hi-fi and gift 
wares. 

The store is set up specifically 
for self-service shopping. Four 
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check-out counters are placed at 
front of store. Nesting type of 
shopping carts are also used for 
the convenience of customers. 

The store has two main en- 
trances. One is located on the 
east side, the other right around 
the corner on the north side. 
Either entrance door. brings 
shoppers into the main store 
lobby area behind the check- 
outs. 


CORNER OF STORE near left front 
windows with hand tool section. Above 
wall section is clock and tool box dis- 
play. Other clocks and thermometers 
are shown on gondola front of wall 
section. 


Two exist doors are located 
to adjoin the entrance doors and 
are placed so that these door- 
ways are closest to the north- 
east corner. When customers 
have gone through the check-out 
counters, they find themselves 
in a small exist lobby from 
which they can leave by either 
of the two doors. 

“Purpose of the shopping 
carts, of course, is to encourage 
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customers to pick up more 
merchandise, just as in a super 
market,” says Etchey. “Like a 
super market, we keep a num- 
ber of these carts in a small 
cart storage area near the 
check-out counters. But unlike 
a super market, we also store 
some of these carts in several 
aisle locations near the front of 
the store. 

“We find this encourages use 
of the carts greatly. Customers 
are not accustomed to using 
arts in a hardware store and 
often will not take a cart when 
they begin shopping. As they 
pick up a few purchases, the 
convenience becomes apparent. 
If a cart is available to them 
at a convenient spot, they will 
use it. Otherwise they may not, 
and their purchases may stop at 
that point.” 

Despite the accent on self- 
service, the operators are not 
trying to make a complete self- 
service store out of the new 
unit. They place great empha- 
sis on employees being able to 
counsel customers on their buy- 
ing needs. Employees are spe- 
cifically instructed to give a high 
degree of personal service to 
everyone who needs it. 

The store requires about 18 
employees at present. 

If the new unit works as well 
as anticipated, it will serve as a 
“‘model” store for other units in 
the eight-store Ernst Hardware 
chain. 
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GARDEN SUPPLIES (upper right) 
including tools are arranged on north 
side of store near front. Note wide 
aisles. SHOPPING CARTS (center) 
are located in several strategic spots 
in store. Customers use carts when 
placed this way throughout store. 


HOUSEHOLD CLEANERS (bottom) 
and shower curtains are placed on 
wall section at right rear of store. 
Note well-lighted merchandise and 
department signs. 





GARDEN TOOLS displayed from floor to ceiling. Picnic FIREPLACE is displayed along with mower and built-in 
table and outdoor living in front. barbecue. Note literature rack on wall. 


DEALER DISPLAYS STOCK AND SELLS IT 


Dealer Finds That Customers Buy Merchandise When It is 100 
Percent Displayed . .. How-To-Do-It Ideas and Radio Advertising 
Builds Traffic . . . Annual Home Show Held in Store Secures 
Prospects 


Atlas Lumber & Hardware 
Las Cruces, New Mexico 


“THE SOLUTION for the outlying lumber and as much diversified merchandise for the home- 
hardware dealer,” says John (‘“Tookie”’) Keath- owner and do-it-yourselfer out where it can be 
ley, manager of Atlas Lumber & Hardware at 500 seen.”” This New Mexico firm is located 12 blocks 
South Melendres in Las Cruces, N. M., “is to have from the business section of Las Cruces. 
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Keathley started in 1958 with his plan to use 
every inch of available space for display. Just 
inside the store entrance, on one side of it, are 
floor and wall displays of merchandise. Combined 
with these displays are racks on tables and on 
the walls, containing manufacturers’ literature 
dealing with products. 

Before this display plan was put into effect, 
each columnar support had rounded shelves sur- 
rounding it. Keathley says: “These shelves were 
a catch-all. I had them cut off and the columns 
covered with plywood to make four walls of dis- 
play area for each one. It pays off in impulse 
buying and increased interest.”’ 

In his determination to get products out where 
they can be seen and handled, manager Keathley 
points out, ‘The customer knows something about 
what he plans to build or improve. But he is not 
familiar with what he needs to do it with.” 

Atlas Lumber’s answer to this is to have items 
either hanging from the ceiling, the wall, or stand- 
ing up from the floor. Experience at Atlas shows 
the customer feels more at ease in each display 
surroundings. The more the customer feels at 
home, the more he buys. 

In line with the increasing trend of buying by 
women, Atlas is getting more and more floor traffic 
from women. Women who come in with their hus- 
bands browse around while the latter selects two 
pieces of lumber. Keathley notes: “‘In such cases, 
9 out of 10 of these browsing customers buy a 
home convenience item. 

Atlas first used the slogan: “Do It Yourself 
Headquarters.” To appeal especially to those in- 
terested in home improvements the slogan was 
changed to: “Home Improvement Headquarters.” 
Every effort is made to be hospitable to persons 
who want to improve their homes. More atten- 
tion is paid to them than to building contractors. 
Keathley and his staff feel the former is in great 
need of Atlas’ help. The homeowner shows appre- 
ciation of this attention. In turn, Atlas considers 
it is doing the community a greater service. 


STRIKING EXTERIOR of building has vertical planked 
section at one end. 


, 
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LITERATURE RACK containing manufacturer’s informa- 
tion is checked by manager Keathley. 


John Keathley observes: “The first year we put 
in our new display plan volume was increased 
33 1/3 per cent. Our profit was increased in the 
same proportion because this type of sale applies 
to the customer who enjoys this service and pays 
the full markup. With open displays, our volume 
increases steadily.” 

“Tookie.”” as he is known throughout the area, 
buys services offered by manufacturers. An ex- 
ample is the “Idea File’ by U. S. Gypsum Co. 
These pamphlets on how to add a room are con- 
tained in files on the walls, just inside the store 
entrance. They prove to be a silent salesman as 
women like to take them home. 

“We have abandoned the giving away of can- 
dies, gum, and such things, to children,” says 
Tookie, “to get parents to bring them back. This 
does us more harm than good. People are more 
appreciative of a congenial visit while buying, 
than a gift of candy.” 

Assisting the customer with improvement plan- 


OPEN DISPLAY is used effectively with hand tools in 
this wall section and counter. 
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COLUMNS are clad with Peg Board for added merchan- 
dise display area throughout store. 


POWER TOOLS are displayed on Peg Board wall display 
for customer inspection. 


HOUSEWARES and home improvement items also get 
100 per cent display treatment. 
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ning is the main source of hardware sales for 
Atlas Lumber & Hardware. An example is a cus- 
tomer who had never built in his life. He became 
interested in making improvements at his home. 
Atlas had to write instructions, step by step, for 
him. The customer enclosed his car port, with the 
help of a neighbor. 

During the construction of the car port the lum- 
ber and hardware firm sent out a man who gave 
one or two pointers on the heavy construction and 
on such matters as how to install strips, start the 
ceiling tile, and related work. The project netted 
the firm a sale of $400, a substantial part of which 
consisted of hardware. 

A display of four sheets of Pre-finished Weld- 
wood on the sales floor secured the sale of a family 
room. This netted a package deal of $1000.00 
worth of materials for Atlas, a great part of which 
was builders’ hardware. 

Tookie says: “We do not do the actual labor 
ourselves. Instead, we offer the service of finding 
a competent carpenter or small builder, if they 
cannot, or do not want to, do it themselves.” 

3rochures, pamphlets, instruction sheets, and 
how-to-do-it ideas are displayed in racks and on 
tables, just inside the door entrance. Radio adver- 
tising is used extensively. One-half the radio time 
is in the Spanish language. This is because the 
Las Cruces area has a large Spanish population. 
Atlas clerks are Spanish. Advertising with a per- 
sonal touch is carried on over the radio. 

Clerks Cecil (Chilo) Mendoza and Raymond 
Garcia go on the air and are addressed by their 
first names, Chilo and Ray. The announcer says 
“Go down to Atlas Lumber & Hardware and talk 
to Chilo, Ray, or Tookie about your needs.” 


Chilo and Ray sit with the announcer, and dis- 
cuss paint, or some other department of the busi- 
ness. They have developed a following of their 
own. 

A successful promotion is an annual home show 
in his store, pushing home improvement products 
and hardware. The home show in 1959 drew 2000 
persons. The manager says: “We secured pros- 
pects and contacts, as well as sales later in our 
store. The idea for having the home show is to 
advertise a demonstration by factory representa- 
tives.” 

The authentic demonstrations by experts on 
tools, and other hardware items, brings people 
into the store. They see the displays of merchan- 
dise. The reaction is one of surprise. Keathley 
reports customers do not expect to find a lumber 
and hardware store so well merchandised. 

Institutional advertising is relied upon. Spe- 
cials are thrown in to create interest. Any item 
advertised at a price, is carefully checked to make 
sure it is a good price. 

The future looks good for Atlas Lumber & 
Hardware with the present-day trend of women 
and men to buy more and more on the super- 
market level. Chief selling tool is 100 per cent 
open display of materials and hardware used in 
home improvement. 
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Dealers Meet in Santa Barbara 


Future of independents and store tour features meeting 
of Pacific Southwest Assn. meeting. Robert Callahan 
is elected president. 


ON OCTOBER 17 more than 
200 dealers attended the open- 
ing industry luncheon of the 
Pacific Southwest Hardware As- 
sociation at their annual conven- 
tion in Santa Barbara. 

Presiding was John T. Noo- 
nan, president, who introduced 
the speaker of the day, Dr. Ken- 
neth Carlson, Minister, First 
Methodist Church in Glendale. 

Carlson’s title was “So You’re 
Going to Live.” He outlined to 
dealers the importance of meet- 
ing changes and the responsibil- 
ity of dealers to their commu- 
nity. He outlined the reason 
dealers try to work together. He 
also emphasized the importance 
of independent dealers adhering 
to ethics in their business opera- 
tions. He urged the application 
of principles that have given 
them their success on an even 
greater scale today. 


Robert Callahan, Callahan 
Hardware, Los Angeles, was 
elected president to succeed 
John T. Noonan. Other officers 
elected are: Ist V.P.—W. A. 
Robb, Ridgecrest, Calif., W. A. 
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Robb Hardware; 2nd V.P.— 
Norman Montague, Montague & 
Graham Hardware, South Gate, 
Calif. Directors elected are: Al 
Favro, Kittler Hardware, Santa 
Barbara; Geo. Harlow, Wasco 
Hardware, Wasco; Tom Logan, 
Logan Hardware, Covina; Bill 
Gardner, Montrose Hardware, 


—_— | 
BERT CALLAHAN 


GAVEL IS PRESENTED by outgoing 


president, Jack Noonan (left), to 
newly elected president Robert Calla- 
han, Callahan Hardware, Los An- 
geles. 


Montrose; Wayne Bluemle, 
Bluemle & Gibson, Huntington 
Park; Ed Rea, Rea’s Hardware, 
Hermosa Beach; Leslie Orr, De 
Jong Hardware, Bellflower; 
Cliff Lionbarger, Crown Hard- 
ware, Corona del Mar; Paul 
Nadorff, Hemet Hardware, 
Hemet; Frank Jones, Jones 
Hardware, Vista; Tom Stapley, 
Stapley’s, Mesa, Arizona. 


Store Tour Featured 


On Monday afternoon 100 
dealers went on a store tour of 
Ott’s Hardware which has un- 
dergone modernization in the 
last two years. Graham George, 
general manager, Ott’s, conduct- 
ed the dealers through the store. 
George is former past president 
of the association. About 50 
ladies went on an estate tour of 
Santa Barbara. 

That night the Past Presi- 
dents Club, Royal Order of Saw 
Bucks, entertained their wives 
and board members at a recep- 
tion and dinner at the Santa 
Barbara Biltmore Hotel. Past 
president, John Herman of Es- 
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GROUP ARRIVES at Ott’s Hardware in Santa Barbara on store tour. Some 
100 dealers toured the recently modernized store. 


condido was inducted as a mem- 
ber of the Royal Order of Saw 
Bucks, and Albert Cornwell was 
given an honorary recognition 
and membership. Cornwell has 
been active in association affairs 
since 1900 and his store in Glen- 
dale will soon celebrate 50 years 
in business. Cornwell’s — son, 
Glenn, is also a past president 
of the association. 


Independents Have a Future 


On Tuesday there was an eye- 
opener coffee session before the 
Management Session which was 
presided over by Robert Calla- 
han, president. Opening re- 
marks on Association programs 
as related to the success of fu- 
ture independent hardware re- 


HONORARY PLAQUES were presented to retiring board 
members by managing director Otto Grigg. 


tailers was outlined by manag- 
ing director, Otto H. Grigg. He 
pointed out that independent re- 
tail hardware stores do 43 per 
cent of retail hardware business. 
Retail hardware stores have 
fourth lowest failure rates 
among 22 classifications of deal- 
ers. Sears has 771 units nation- 
ally. Wards has 693 units na- 
tionally. There are 25,000 mem- 


ber dealers of independent retail 
hardware stores, he claimed. He 
also pointed out that one addi- 


tional stock turn is equal to 
1814 per cent discount to dealer. 
Cost of non-moving inventory is 
equal to $169-179 per M of in- 
ventory. 

Rick Lambert, director indus- 
try activity, National Retail 


Hardware Association, present- 
ed an outline of new dealer co- 
op ad program. 

There was a dealer panel 
composed of Jack Noonan, 
Noonans, Santa Monica; Caryll 
Wild, Steller & Skoog, Culver 
City; and Ed Rea of Hermosa 
Beach who told the dealers of 
the use and application of ad- 
vertising. 

Paul Rathfon, Bankameri- 
card, explained new use of 
Bankamericard discount struc- 
ture and applications to dealers’ 
credit programs. 

A. Jung, Rohm-Haas Co., 
Philadelphia, made an industry 
presentation on value of iden- 
tification signs in relation to ad- 
vertising backed by color film, 


ROUND TABLE DISCUSSIONS were held Wednesday 
morning during management institute meetings. 
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“Let’s Look at Your Signs.” 

Don Porter, director of dealer 
service department of the asso- 
ciation, presented visual stock 
control and color code to dealers 
as an aid to merchandising, ad- 
vertising and turn-over. He 
showed an actual mock-up of a 
tool section. 

Grigg summed up the day’s 
sessions by outlining use of ser- 
vice programs to acquire the 
eight basic needs of industry: 
more sales, more modern mer- 
chandising, impreved competi- 
tive conditions, better communi- 
cations, more store traffic, in- 
creased profits, better trained 
personnel, more efficient promo- 
tion. 


Shopper’s Panel Instructive 


At the Tuesday evening buffet 
dinner there was a panel of five 
ladies that had been given the 
assignment of shopping member 
stores. Their reports indicated 
that dealers, in general, were 
gracious. However, on the com- 
plaint side they listed the fol- 
lowing: 

Lack of notification of store 
hours. 


DEALERS ON TOUR were shown through Ott’s 


Hardware store by general 


manager Graham George. He is also a past president of the association. 


Poor sign ... not visible from 
street. 

Dealer needed a shave... one 
dealer was shaving when lady 
came into store. 

Merchandise unmarked. 

One store didn’t offer gift 
wrapping to customers. 

One clerk worked only during 
lunch hour and didn’t know 
much about stock location. 


Panel on Last Day 

The wrap-up on Wednesday 
included a round-table discus- 
sion on the need for local area 
statistics .. . item identification 

. ad mats... wage survey. 

The dealers left the conven- 
tion feeling enthusiastic about 
the future ... most believed that 
1961 would be a good profit 
year for them. 





Dealer Says: “Cash Slips Better Than Stamps” 


CUSTOMERS are encouraged 
to return to National Hardware 
at Fontana, Calif., to get cash 
slips. These slips are given in 
lieu of trading stamps. 

When customers save sales 
slips amounting to 25, they may 
turn them in ut the store for one 
dollar in trade. 

According to Nathan A. 
Simon, one of the owners, “Cus- 
tomers like it better than pre- 
mium stamps. It is also far 
cheaper.” In photo Simon points 
to sign on check out counter. 
This and other signs around 
store impress customers with 
value of saving sales slips. 
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Dream House Makes Profit Dreams 


Come True... 


Spectacular Results from Two Promotions with 
Increased Sales in All Departments by 10 Per 
Cent . . . Nearly Every Resident Held Tickets 
for Prize Drawings . . . Cost of Promotions $600 


“OVER 30,000 TICKETS 
were given out with each pro- 
motion of the dream play 
house’’, says Paul Wilmot, presi- 
dent of Wilmot’s of Roswell, N. 
M. “This represents a cash sale 
or payment on account for near- 
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ly every resident of Roswell. In 
addition, we were able to in- 
crease our volume of sales in 
hardware, gifts, and _ sports 
items. 

“This compares favorably 
with the sales reported by other 


TOY DEPARTMENT MANAGER, Mrs. John Stapp, sets up announcements of 
promotion in her department. Promotion sparked sales in all departments. 


30 


Wilmot's, Inc. 
Roswell, New Mexico 


dealers in the area this summer. 
They either held their own with 
sales of 1959, or were below.” 

The dream play house was 
first promoted Sunday, April 3, 
1960. The drawing was held 
June 4. A ticket was given for 
each cash sale or for a dollar 
paid on account. Some 32,500 
tickets were given Oct. The 
population of Roswell is 40,000. 

Paul Wilmot says: “The chief 
attraction or benefit of this pro- 
motion was that it drew cus- 
tomers from a 40-mile radius 
trading area. 

The winner was Barbara Mar- 
shall who lives in Dexter, N. M., 
approximately 20 miles south 
of Roswell.” The Marshall fam- 
ily had started for Roswell. 
They heard the dream house pro- 
motion on the car radio. Their 
children said: “Let’s go to Wil- 
mot’s and get a chance on the 
play house.” 

The playhouse was eight by 
eight feet, with a combination 
shingle roof, sink, cabinets, as- 
phalt tile floor. It contained wir- 
ing for electric lights and elec- 
tric heat. A porch, window box 
at each of the two windows, and 
shutters completed the construc- 
tion. 
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[he play house was mounted 
on a tractor and was displayed 
at city parks in the Roswell 
area. A step led from the play 
house to the ground and children 
were invited to go through the 
miniature home. During a city- 
wide Easter egg hunt hundreds 113 NORTH MAIN ST. 
of children passed through the 
play house. 

“For the period of the promo- 
tion,” notes Wilmot, “we showed 
an increase in volume in all de- 
partments of 10 per cent. Many 
of the firms in this area during 
this same period, either were 
equal to last year in sales or 
under. 

“I considered the promotion 
so valuable that I decided to 
repeat it. The second promotion 
started June 8, right after the 
first one.” 

It ran until August 6. A large 
poster leading to the downstairs 
toy department called attention 
to the event and contained an il- 
lustration of the play house. 
These posters were placed in all 
departments of the store in 
various parts of the sales area. 

Wilmot observes that a pro- 
motion offering a gift to chil- 
ren, gets results. The appeal is : BES Seaton 
universal. At Wilmot’s the two COS pe eee 
programs spurred sale of do- 
it-yourself materials. People 
asked permission to take meas- 
urements. Then they bought 
materials and tools for play 
houses for their children. OVER 32,500 OF THESE TICKETS were filled out by visitors to store. Success- 

The events were ideal for the ful promotion was repeated quickly. 
months in which they were held. 
The play house was utilized as 
boy scout clubrooms. Many 


mothers said during the promo- ° 9 

tions: “If my child wins it and \ Wilhnets E 

doesn’t use it, I will make a 

sewing room out of it.” 
One of the reasons for im- Dream Playhouse 


mediate repetition of the play Retail Value $750.00 ! 
house offer was that from thou- - 
sands of tickets issued there Just Fill In Spaces Below — You Could Be The Winner 
could be only one winner at the 
drawing. Paul Wilmot figured 
the blow to the losers was soft- 
ened with the announcement 
cog a oS fo | Se enema ers ea em aner oaeae 
Stepped up sales were secured Drawing Will Be June 4, 1960 on KSWS-TV 
in toys, hardware, sporting Winner Will Be Notified. 
goods, housewares, and gifts as 
(Continued on page 35) 





DELIGHTED KIDS took tour of play house. Trailer-mounted house was on 
display at store and various other places around town. 
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MODERN EXTERIOR of display 
rooms and offices of firm. Both retail 
and wholesale departments are lo- 
cated in attractive building. 


Honolulu Iron Works 
Honolulu, Hawaii 


Hawaiian Firm Adds New Phase of Business 
After 95 Years of Manufacturing and Whole- 
saling Everything ... 


From Sugar Mills to Hardware 


LARGE WINDOWS in display room run length of build- SHOW ROOM is divided into smaller sections for display 
ing. Marine hardware, boats and engines are large part of of merchandise. Bilge pumps, water skiis, and marine 
company’s retail business. heads are included in stock. 
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HONOLULU IRON WORKS, 
established 95 years ago to man- 
ufacture sugar machinery, ex- 
panded into retail hardware 
with the opening of their new 
store in Honolulu. With Ha- 
waii’s booming population, tour- 
ist trade and construction, Hon- 
olulu Iron Works has stepped 
ahead with a 50 per cent in- 
crese in hardware sales in the 
one and one-half years of its re- 
tail existence. 

Proud of their progress, this 
successful firm has completed 
this past year a 1.8 million build- 
ing program. Included is one of 
the largest warehouses on the 
Pacific Coast. They have in- 
stalled IBM equipment and also 
introduced partial automation in 
new offices. They have put an 
emphasis upon marine hard- 
ware, retail and wholesale. 

Ed Wilkinson, new sales rep- 
resentative for their Mill Sup- 
plies Department, says, “We 
have been suppliers of over 200 
hardware items for 10 years. 


However we are now in a posi- 
tion with new display rooms to 
demonstrate better and offer a 
multitude of marine equipment 


in this port, from boats, engines, 
anchors, radio equipment and 
small boat hardware, such as 
sanders, chains, buoys, cleats, 
etc. 


MARINE PAINTS and miscellaneous marine hardware 
items are displayed here. In background are general 


plumbing fixtures and supplies. 
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Honolulu Iron Works repre- 
sents 45 dealers in marine hard- 
ware and paints. As _ whole- 
salers, they also handle plumb- 
ing supplies, building materials, 
paint, etc. 

The company has what is one 
of the largest and most exten- 
sive records of achievement in 
the Pacific-Asiatic region, dat- 
ing from 1852. In that year, the 
firm started as a flour mill and 
repair shop. In 1876 the firm 
was incorporated under its pres- 
ent name and expanded its op- 
erations. New and more modern 
shops were built in 1899 to ac- 
commodate orders that were 
coming in from the fast growing 
sugar producing areas of the 
Pacific. 

Large scale manufacturing of 
sugar mill machinery and equip- 
ment began in 1905. Equipment 
was manufactured and shipped 
to such far-flung places as the 
Philippines, China, Formosa, 
Cuba, Colombia and Mexico. The 
Philippine Islands attracted a 
great percentage of this work. 

In order to better service the 
Philippines, the Honolulu Iron 
Works, in 1920, acquired con- 
trolling interest in the Earn- 
shaws Shipway & Engineering 
Company. In 1936, this company 


was acquired in full and the 
name changed to Earnshaws 
Docks & Honolulu Iron Works. 


Upon the stabilization of the 
sugar industry’s expansion, the 
Honolulu Iron Works Co. in- 
creased its area of services to 
builders and contractors of these 
areas. 

With its headquarters situ- 
ated in Hawaii, the firm services 
and supplies the whole Pacific 
basin. 

In Honolulu, the company is 
sprawled over a 10-acre site. 
Various buildings contain the 
machine shop, foundry and plate 
shop, offices and merchandising 
department. The tractor and 
equipment division and _ steel 
warehouse and corrugating 
plant are also located here. 


The new retail store has had 
a series of special promotions. 
These have included Father’s 
Day, discontinued items and 
trade-ins. These promotions are 
publicized in the local news- 
papers with good success. 


Outstanding in the booming, 
bustling progress of this newest 
state, this aggressive firm is at- 
tempting to show other small 
establishments how to meet the 
statehood’s competition with an 
enormous push forward. 


ORDER DEPARTMENT runs length of building. Com- 
fortable stools for customers are included. Service coun- 


ter is divided into departments. 





Customers Buy Pipe and Thread It Free 


Do-It-Yourself Service for Customers in Store 
Allows Sales People to Sell . . . Customers Buy 
Pipe Fittings Where They Thread Their Pipe 


Clairemont Square Hardware & Paint Store 


San Diego, California 


WHEN A HARDWARE 
STORE takes the time and trou- 
ble to develop a service for its 
customers, the reason is usually 
to meet competition. It is also 
used to woo customers and re- 
sultant sales. 


Gil Neeley. owner of The 
Clairemont Square Hardware & 
Paint Store, San Diego, Calif., 
parlays a customer service idea 
by using it to cut down sales- 
help overhead by better utiliza- 
tion of his force. He also gets 
increased sales. 


A section at rear of the store 
is given over to various sized 


CUSTOMERS THREAD PIPE at rear of store where 
bench, vise and tools are available at no charge as a 


courtesy to do-it-yourselfers. 
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galvanized pipe, and a compre- 
hensive selection of pipe fittings. 


Here, Neeley constructed a 
work bench complete with a 
pipe vise which he makes avail- 
able for customers’ use. 


“We keep five threading dies 
on hand” he says, “Ranging 
from one-half to an inch and a 
half. Anytime a customer pur- 
chases a length of pipe we offer 
him the option of having us 
thread the ends, or letting him 
handle that job himself. In al- 
most every case where a male 
customer is involved, he elects 
to do his own threading.” 


FAST MOVING 


Why is this dealer interested 
in spreading the word of his 
“do-it-yourself” policy around? 
“It’s simple” comments Neeley. 
“Consider the prices charged 
for these little jobs. Our posted 
rates for one-half and up to an 
inch is 20 cents an end. For 
114” and 114” we can charge 30 
cents for each thread. It’s obvi- 
ous that if we tie up one of our 
sales people for a half hour 
threading pipe, then we’re losing 
his usefulness on the floor where 
he could have been working 
with several customers in the 
same amount of time. It works 
out to better use of manpower.” 


ITEMS are galvanized pipe fittings 
which are stored in bins back of work bench. Gil Neeley 


(above) checks inventory for order. 
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The service has become so 
well known that Neeley’s store 
is in use literally every day by 
someone who needs pipe thread- 
ed. On week days the bench, 
vise and threading dies are in 
constant use from late after- 
noon until closing at 9 p. m. 

“And on Saturday the tools 
are in use all day long,” Neeley 
points out. There’s always a 
stream of people heading for 
the back of our store. But there 
is never a bottleneck at the work 
bench. This is because people 
need to figure out what lengths 
they want their pipe cut, how 
they’re going to join it, and a 
number of other problems that 
need to be considered before 
the actual threading is done.” 

The dealer considers all the 
traffic as valuable to his busi- 
ness. For example, the store 
maintains a complete line of 
pipe fittings which are neatly 
and prominently displayed in a 
pigeon-bin arrangement over the 
bench. 

“People working with pipe are 
bound to need a tee or elbow,” 
Neeley explains, “and we feel 
they are inclined to buy these 
items from the store where they 
are actually doing their thread- 
ing work. Also we maintain an 
inventory of sizes which match 
both the sizes of pipe we carry 
and the threading tools we lend. 
In short, the customer can find 
everything he'll need within 
easy reach.” 

He admits that he, or some 
other member of his staff now 
do little more than a couple 
threadings each month. Neeley 
is frankly pleased that since 
the establishment of his “free 
lending” service, he can devote 
more time to important matters 

. such as reordering a fast 
moving line of galvanized pipe 
fittings! 

“Of course,” he says, “we do 
have to replace one or two worn 
dies each year at a per unit 
cost of from $7 to $15. But 
matched up with the sales we 
make as a result of the stimu- 
lated traffic through our store, 
you couldn’t buy the publicity 
our lending policy affords us, 
at one hundred times that 
amount!” 
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Keeping Store Updated Pays Dividends 


CUSTOMERS previewed the 
“new look” at Bolfing’s Elm- 
wood Hardware, Berkeley, Cali- 
fornia, during their Grand 
Opening recently. This is the 
second time in the past 10 years 
Bolfing’s have modernized their 
hardware store. Sales space in 
the store was doubled. New fix- 
tures were added throughout to 
set off full lines of merchandise. 

Bolfing reported, “Results of 


the modernization program have 
been immediately noticeable. 
With good lighting, attractive 
displays, goods are more easily 
seen and more quickly bought 
by customers—resulting in in- 
creased sales.” 

Refreshments were served to 
the visiting throng. 

Bolfing is also vice president 
of the California Retail Hard- 
ware Association. 





“Dream House 


the result of customers’ desire 
to get tickets. Payments on ac- 
counts were brisk. 

Cost of the entire promotion 
was $600. When not at city 
parks the dream play house was 
kept on a mobile trailer in front 
of the store and in the rear park- 
ing lot. 

Wilmot correctly figured a 
prize that offered a real use and 
at the same time, appealed to 
children, would be a winner. He 
is well pleased with the results 
secured from “Wilmot’s Dream 
Play House.” 

Mrs. Tom Stapp, manager of 
the toy department, reports: 


ai 
(Continued from page 31) 


“Many customers came in and 
asked for things we normally do 
not carry. They knew they could 
get these items at other stores 
but wanted to buy them from 
us in order to get tickets for 
the drawing. 

“Since the dream play house 
was a toy, the people became 
toy-minded,” she said. “During 
the promotion we happened to 
be offering a gym set special. 
It was $1 higher than a similar 
set offered by a competitor. But 
costomers bought from us, figur- 
ing the difference was worth it 
and, as they said: ‘We want a 
ticket on the play house.’ ” 
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ONE OF TWO ENTRANCES in Simon’s new store in Walnut Creek. Zigzag 
marquee and fancy tile work make an attractive entrance from parking lot. 


Simon's Opens 


Huge First Branch Store 





Many ideas can be found at 
Simon’s that can be adapted in 
one way or another to small 
store operation. This new store 
still has a close touch with the 
ultimate consumer, much as a 
small neighborhood retail hard- 
ware store. 





Many Display Innovations to be Found in Two Million Dollar 
Store in Walnut Creek . . . Entire Operation Covers 100,- 
000 Square Feet . .. More Than 125 Employees Work in 


This Suburban Store. 


A 12-PAGE AD SECTION 
appeared in the November 9 is- 
sue of the Oakland Tribune. It 
heralded the grand opening of a 
big double event. The first was 
the opening of Simon’s new 
branch store in Walnut Creek. 
The other event was the opening 
of the three-deck parking ga- 
rage at the main store in Oak- 
land. 

The big ad campaign along 


with radio spot announcements 
and the lure of 16 high-ticket 
items for prizes brought thou- 
sands of persons to the Walnut 
Creek store in its three-day 
opening. 

The store covers a total of 
100,000 sq. ft. of space. Twenty 
thousand is devoted to their 
warehouse. The garden depart- 
ment which is outside near the 
entrance covers 10,000 sq. ft. 
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The inside sales area totals 70,- 
000 sq. ft. 

There is parking for 487 cars 
and the new area which was ex- 
pected to open within a few 
weeks will hold 200 more cars. 


Officials Keep Close Touch 
With Customers 

The store is managed by 
Thomas E. Merry. His assistant 
is Larry Schuetz. Mark Heffner 
is the office manager and Allan 
Malley is merchandise manager. 
The tour of duty for most of 
these men during working hours 
is on the sales floor. This gives 
them a close touch with the cus- 
tomers, the condition of various 
departments and a much great- 
er feel of the daily operations. 

This is a habit that was 
learned at the main store in 
Oakland where this constant 
touch with the sales area is car- 
ried out by the company execu- 
tives: Stanley D. Simon, chair- 
man of the board; Bertram E. 
Simon, president; Aaron B. 
Simon, vice president; and Per- 
ry Hammett, treasurer and gen- 
eral manager. 

It was an excellent feeling 
that all the officials got when 
they walked around the sales 
area during the grand opening 
watching the great sales activity 
in every one of the 24 depart- 
ments. There are 16 depart- 
ments that are the usual type to 
be expected in a hardware store. 
The balance are diversified lines 
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SPECIAL STALLS (top) were built 
of Peg-Board for large power tools. 
Accessories are hung in booth for re- 
spective power tool unit. Stalls make 
it handy for salesmen to talk with 
customers about a specific tool with- 
out being bothered by other persons. 


FROM TOP OF OFFICE (above) is 
shown one-quarter of the store. All 
gondolas have an extra 8-in. of dis- 
play area above a 10-in. opening. This 
allows thousands of running feet of 
extra display and sign area. 


PLENTY OF ROOM (at left) is used 
to display fancy giftware and house- 
wares items on special low built 
tables. 
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not usually found in the average 
retail hardware store. They in- 
clude men’s wear, jewelry, cam- 
eras, women’s and infants’ wear, 
liquor, shoes and baggage. 

All departments are desig- 
nated by a triangular lighted 
sign which was designed by 
Jack Skram. He also designed 


the large outdoor signs as well 
as all of the hanging signs used 
for announcing the opening 
event. He is located at the main 
store and is in charge of print- 
ing and production of store 
signs, which were made by Ad- 
Art Sign Co. 

Stanley Simon and Bill Sand- 


strom, advertising manager, 
create the special promotional 
sales such as the opening sale 
and other events which will be 
used throughout the year. 


Innovations in Displays 


There are 360 gondolas 
throughout the store. There are 





A MYRIAD OF LIGHTING FIXTURES are suspended 
from grid next to office at center of building. Grid is 
painted dark brown and sets off each lighting fixture in 
an attractive manner. 


EXTENSION to top of gondola can be seen with a display 
of saws in mitre boxes. A 10-in. area separates the ex- 
tension from the usual top of gondola. This allows cus- 
tomer to see through to other departments and also is a 
deterrent to pilferage. 


SAMPLE DISPLAY of table lamps are shown on a spe- 
cially built display unit which goes up to ceiling of store. 
Buyer selects a lamp and picks it up at entrance to ware- 
house in carton. 


A FIELD OF CANE is what fishing rod display looks 
like from distance. Various types of rods and reels are 
displayed at top of fishing supply gondola. Each group 
is held at an angle so that single rod may be taken out 
and handled. 
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THE MANAGEMENT GROUP is touring special 
tool section. They are (left to right): Thomas E. 
Merry, store manager; Mark Heffner, office man- 
ager; Allan Malley, merchandise manager; and 
Larry Schuetz, assistant store manager. 


IT’S A “LONG SHOT” from one end of the counter 
to the other. The display of many types of guns on 
open display is a shooter’s dream. Small expensive 
items are carried in glass cases which run full 
length in front of gun display. 


also several special floor dis- 
play areas such as the power 
tool center which was specially 
designed to give each tool a 
separate space for display. It is 
separated by Peg-Board panels 
about four feet high. The spe- 


cial accessories of each machine 
will be hung within the space of 
its respective tool. 

This area gives the salesmen 
an opportunity to show off each 
tool individually to a_ prospect 
to keep the prospect’s eye fo- 


cused on the one tool. There is 
also a demonstrating booth for 
power tools. 

One of the most unusual spe- 
cial displays is a golfing green, 
six feet by nine feet. It is called 
Simon’s 19th Hole and contains 
an automatic putter golf ball re- 
turn. This green allows pros- 
pects to try out putting clubs 
right in the store. 

There is also a special snack 
bar near the main entrance with 
tables, picnic style, outside in 


the nursery and garden supply 
area. 

Each gondola is three feet 
wide by six feet long. They are 
41, feet high. The gondolas have 
an extension over the usual 
height of contemporary units. 
There are 10 inches left open 
above which there is an eight 
inch Peg-Board panel which can 
be used for additional display or 
signs. The opening gives the 
customer the opportunity to look 
through to other departments. 


SMALL HOUSEWARES ITEMS are displayed on 
wall section. Cornice not only carries identification 
of housewares area but also well known trade names 
of housewares and electric housewares items. 


GARDEN AND NURSERY STOCK are carried in 
10,000 square foot area adjacent to store building 
with large overhanging roof. Garden tools and ac- 
cessories are displayed on wall sections at side of 
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building. 
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HEAVY PACKAGES are brought to 
this check-out stand where they are 
paid for. They are put on an endless 
belt which takes them to loading area 
at one side of building. 


It has an added advantage of 
discouraging pilferage. This top 
strip gives the store an addi- 
tional 5000 running feet of dis- 
play. 

Allan Mally, merchandise 
manager, handled the store lay- 
out and planning. Various mem- 
bers of the executives and store 
staff were in on the general 
planning. From this Mally 


helped to design most of the fix- 


tures with the aid of Bob Lund- 
berg and John Lancaster of 
Lloyd Gordon Mfg. Co., Rich- 
mond, Calif. This firm produced 
the fixtures and wall sections. 
Most of the fixture hardware 
and glass were furnished by 
Reeve Co. 

The wall sections are eight 
feet high. 

There is another very special 


THE LURE GALLERY lures, men, 
women and children to the thousands 
of items on display on hinged boards. 
Display covers three walls in corner 
area of sports department. 





POWER TOOL DEMONSTRATION 
is conducted at one of corner booths 
in power tool area. Each tool is in 
booth allowing prospects to concen- 
trate on one tool. 


display area that is very prac- 
tical and attractive. It is the 
electrical fixture grid display 
right next to the main office 
which is about center of the 
sales floor area. The grid is 
made on a plan of 3-foot centers. 
It is entirely painted in dark 
brown. From almost any angle 
that a customer may look at it, 
it forms a dark background for 
each fixture and sets each one 
off very attractively. 

There are 125 full-time em- 
ployees at the new Walnut 
Creek store plus many part- 
time workers particularly on 
weekends. Both stores are open 
Monday through Saturday from 
9 a.m. to 5:30 p.m, with the 
exception of Monday and Friday 
when they are open from 9 a.m. 
to 9 p.m. 


PUTTING GREEN is right in center 
of sporting goods section. Prospects 
try out putters with automatic putter 
return. Merchandise manager de- 
signed display. 


“MINUTE CREDIT STANDS” are 
conveniently located in 18 places 
throughout the store. This young 
buyer is making out an application 
blank with the help of floor salesman. 


The store has been making a 
strong play for credit. In the 
main office there are 10 booths 
to handle credit applications. 
There are also 18 “Minute 
Credit” stands throughout the 
store. 

The firm offers 30-day credit, 
or their F. B. A. plan which 
means Flexible Budget Ac- 
count. 

Another innovation in the 
store are several check-out 
areas where persons can pay for 
heavy merchandise. The girl 
then sees that it is put on an 
endless belt which takes it sev- 
eral hundred feet to a special 
loading dock at the side of the 

There are four check-out 
store. 


(Continued on page 44) 


ARTIFICIAL FLOWERS make a col- 
orful display on top of gondola in 
housewares section. They attract at- 
tention to special demonstrating areas 
and also to floor lamps near by. 
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Reorganized Denver Wholesaler Moves 


Old-Time Hardware Wholesaler Reorganizes in Former Department 


Store Building in Downtown Denver . . . Warehouse Facilities Stream- 


Hassco, Inc. 
Denver, Colo. 


AFTER A LONG PERIOD of 
litigation and _ reorganization, 
Hassco, Inc., is completing the 
details of a sweeping reorgani- 
zation, and a move to new 
headquarters in the downtown 
Denver, Colorado, commercial 
district. 


A tangle of financial prob- 
lems, which developed under the 
former management, headed by 
Allen B. Lefferdink, of Boulder, 
Colorado, has been resolved, in 
the general reorganization of 
the firm, according to Joseph B. 
Gould, formerly a Denver real 
estate executive, who took over 
the Hassco organization early in 
1960. Among the problems 
solved were an almost complete 
change of personnel, relocation 
from the original Hassco build- 
ing, and the setting up of a new 
sales and inventory system, to 
allow future rapid expansion. 

Many of these problems van- 
ished with the acquisition of 
space in Denver’s big Tower 
Merchandise Mart building. 
This was formerly the Daniels 
& Fischer Stores Company de- 
partment store building. It is a 
block - square structure, five 
stories high. Here, after the 
building had stood empty for 
several months, Hassco, Inc., 
will be able to set up a “cando” 
central warehouse, with almost 
a full square block in the base- 
ment, and half a block on the 
first floor of the building provid- 
ing storage space for every item 
carried in the inventory in 
depth. 

Contemplating the handling 
of heavy hardware and ma- 
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lined for Rapid Dealer Service 


chines, the Hassco organization 
will, for the first time, be able 
to do away with transshipping, 
from-the-factory orders, and 
similar necessities of the past, 
brought about by insufficient 
storage space. 


Hassco employees have been 
busy since last August in build- 
ing huge rows of wooden bins 
to accommodate the inventory. 
With wide, spacious aisles some 
forklifts and powered merchan- 
dise dollies can be used. Two- 
way electric conveyors are being 
used from the lower level stock- 
room to the first floor to expe- 
dite handling. They will be am- 
plified with still more in the 
future, according to Gould. 


Outstanding features of the 
remodeled department - store 
hardware warehouse include a 
“will-call department” at the 
left end of the building. It is 
provided with a service desk, 
and an intercommunication sys- 
tem — used to contact any 
stock clerk throughout the stor- 
age area. A two-way electric 
conveyor leads directly from a 
stock-assembly platform below 
to the will-call department. This 
enables retail hardware store 
owners, either dropping in to 
pick up stock in their own 
trucks, or telephoning in to have 
it ready for pick-up, to get the 
benefit of fast, immediate han- 
dling. With dimensions of some 
80 by 40 feet, the big will-call 
department is lined with alpha- 
betically-indexed bins for con- 
venient sorting of customer or- 
ders for pick-up. 

The rest of the space is a 


showroom, closely resembling a 
retail hardware store, in which 
newly-introduced lines will be 
featured. There will likewise be 
a “close-out” section for slow- 
movers, which will lend “bar- 
gain appeal.” The offices of 
owner Gould, comptroller Wil- 
liam Franklin, and general man- 
ager Don Dickerson are located 
on a mezzanine balcony above 
the will-call department. Dicker- 
son, incidentally, who spent 11 
years with Hassco under the 
original management, is one of 
the few veterans still with the 
firm. 

The original first floor of the 
department store, at the street 
level, will be used for bulkier 
items, machinery, power tools, 
to simplify handling. An “all- 
weather” loading dock is located 
in the alley, that cuts between 
the two buildings which made 
up the original store, is another 
much-appreciated convenience. 

The objective of the Hassco 
organization is a volume of 
around $5 million dollars per 
year, which will require a crew 
of some 30 salesmen, covering 
the entire Rocky Mountain area, 
according to Franklin. At the 
time this article was prepared, 
the big Denver wholesale hard- 
ware firm was operating with 
half that number, and was plan- 
ning the addition of a general 
sales manager, moving Dicker- 
son up to an executive position. 

The new Hassco, Inc., will ac- 
tually retain its original cor- 
porate name Hassco Hardware * 
& Steel Supply Company, while 
conducting business under the 
contraction of Hassco, Inc. 
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Westerner Re-Elected to Head Wholesalers 


Howard W. Price, executive 
vice-president of the Salt Lake 
Hardware Co., Salt Lake City, 
was re-elected president of the 
National Wholesale Hardware 
Association recently in Atlantic 
City. 

This rather unprecedented ac- 
tion came about because of the 
untiring efforts he has made in 
behalf of the association. 

Several other Westerners 
were elected to serve the Asso- 
ciation. On the executive com- 
mittee for 1961 is Judge F. An- 
derson, American Wholesale 
Hardware Company, Long 
Beach, Calif.; and R. C. Len- 
festy, Seattle Hardware Co., Se- 
attle. Shannon Crandall, Cali- 
fornia Hardware Company, was 
named to the advisory board. 

Of the principal speakers at 
the Wholesalers’ meetings, two 
represented the West. U. J. 
Kuhre, viee president, Strevell 
Paterson Hardware Co., Salt 
Lake City, spoke on ‘Knowl- 
edge of Our Costs Can Provide 
Remedies fcr the Handling of 
Currently Unprofitable Lines.” 
S.T. Exley, president, Harper 
Reynolds Corp., Los Angeles, 
told how his firm had used 
the Distribution Cost Account- 
ing system developed by the as- 
sociation to good advantage. 

The convention was held 
jointly with the American Hard- 
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Westerners Prominent at Joint Meeting of Hard- 
ware Wholesalers and Manufacturers in Atlantic 
City . . . Four Westerners Elected to Offices in 
Wholesale Group 


ware Manufacturers Associa- 
tion and the National Associa- 
tion of Sheet Metal Workers, 
October 16-19. 

The manufacturers’ held an 
open session on Oct. 18 at which 
time they presented two na- 
tionally known speakers. 

The first speaker was Robert 
R. Bowie, director, Harvard 
University, Center for Interna- 
tional Affairs, Cambridge, 
Mass. He spoke about “The In- 
ternational Outlook for the 
1960's.” 

Raymond Moley, contributing 
editor, Newsweek, New York 
City, discussed “politics and the 
Election Outlook.” 

The manufacturers elected 
Paul C. Nicholson, Jr., Nichol- 
son File Co. as president suc- 





It's the newest, most up-to-date line 
of guaranteed, genuine antique hard- 
ware on the market today! 


ceeding John Gibson, III, Me- 
Kinney Mfg. Co. The vice pres- 
idents elected are: R. L. Water- 
man, Corning Glass Works; 
Wm. H. North, Ferry Cap and 
Set Screw Co.; and E. J. 
O’Leary, Ruberoid Co. G. Case, 
Jr., was elected executive com- 
mittee chairman. 


Three Manufacturers Honored 


At the closing session of the 
wholesalers’ meet, Price pre- 
sented plaques and scrolls to 
three manufacturers. The rec- 
ognition was for policies of 
these manufacturers that con- 
tributed to an improvement of 
the manufacturer-wholesaler-re- 
tailer relationship. 

The manufacturers were se- 
lected by a committee under the 
chairmanship of John S. Stiles, 
Morley-Murphy Co., Green Bay, 
Wisc. 

Dewey Godfrey, vice presi- 
dent, Remington Arms Com- 
pany, accepted the award for 
his firm. 

The Columbian Vise and Man- 
ufacturing Co. award was re- 
ceived by H. F. Seymour, chair- 
man of board. 

The award for Winchester- 
Western Division of Olin Ma- 
thieson Chemical Corporation, 
was accepted by Paul Lewis, 
arms and ammuntion sales man- 
ager. 
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NHMA Plans 


National Housewares Manufac- 
turers Association is First to 
Hold Exhibit in New Chicago 


Exposition Center 


THE FIRST TRADE SHOW 
to be held in Chicago’s lakefront 
exposition center, McCormick 
Place, will be the 34th show 
sponsored by the National 
Housewares Manufacturers As- 
sociation. Over 900 exhibitors 
will help make it one of the 
largest trade shows ever held, 
according to Dolph Zapfel, sec- 
retary of the association. The 
show to be held January 16-20, 
1961, was formerly held at Chi- 
cago’s Navy Pier. 

“The concurrent growth of 
the housewares industry and its 
NHMA Exhibit has been phe- 
nomenal,” Zapfel said, ‘and 
there now is no modern hall big 
enough to accommodate all man- 
ufacturers’ space requests for 
display of housewares.” Zapfel 
added, “request for booths ex- 
ceeded all expectations and were 
considerably greater than any 
exhibit in the 22-year history of 
the National Housewares Ex- 
hibit. Thus many exhibitors 
could not be given as many 
booths as they requested be- 
cause, unfortunately, space in 
McCormick Place is not un- 
limited.” 
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Record Housewares Show 


STILL UNDER CONSTRUCTION but to be ready in January for the 34th 
NHMA Show, is vast McCormick Place, Chicago exposition center. 


The continuing growth of the 
housewares industry will make 
the January exhibit the most 
comprehensive trade show ever 
held. Merchandise on display for 
the nation’s buyers, merchandise 
managers and other representa- 
tives of the housewares industry 
will serve every room in th 
home, the basement, the patio 
and the yard. 

Buyers from all 50 states, 
Canada and many other coun- 
tries are expected to converge 
on Chicago in record number to 
see the greatest collection of 
housewares ever assembled. In 
January 1960 the NHMA ex- 
hibit registered 12,302 buyers 
and a total attendance of more 
than 25,000. For the 1961 show, 
this record will no doubt be 
broken. 

McCormick Place will be a 
treat for housewares buyers and 
exhibitors. Easily accessible 
from everywhere, the vast new 
hall will contain every facet of 
the NHMA Exhibit on two 
floors under one roof. Nine 
straight aisles running the 
three-block length of the build- 
ing and seven equally straight 


cross aisles more than a city 
block long will provide easy ac- 
cess to every housewares display 
on the upper level where the 
main exhibits are located. Con- 
nected with the upper level by 
escalators and stairways the 
restaurant and meeting room 
level will contain the balance of 
the exhibits. Full air-condition- 
ing will provide year-around 
comfort. 

Meals will be available inside 
the center for buyers and ex- 
hibitors. A full service dining 
room seating 650 and a self-ser- 
vice buffeteria capable of serv- 
ing 1800 an hour are situated 
up on the second floor. 

A covered transportation ter- 
minal has been provided in the 
new hall for buses and taxi cabs. 
Entrance from this terminal 
will lead directly to the NHMA 
registration area and escalators 
and stairways to upper level. 
Show hours are from 9 a.m. to 
5 p.m. 

The annual NHMA Winter 
Dinner and Dance will be held 
on Wednesday, January 18, in 
the enlarged and _ remodeled 

(Continued on page 44) 
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NHMA Plans Record Show 


(Continued from page 43) 





Grand Ballroom of the Palmer 
House. Pre-dinner cocktails will 
be served in the Red Lacquer 
Room and the dinner program 
again will include a stage show. 


July Show Dates Unchanged 


The July NHMA National 
Housewares Exhibit will not be 
changed to another date, it was 
voted by the Board of Directors 
of the Association at its Octo- 
ber meeting in Chicago. This de- 
cision was reached after an in- 
dustry-wide survey by the 
NHMA had shown lack of wide- 
spread interest in a _ possible 
change of the traditional show 
dates. 


The 1961 mid-year Exhibit 
will be held July 10-14 at Mc- 
Cormick Place in Chicago rather 
than in Atlantic City. 

The board of directors at 
their meeting also voted a re- 
fund of 21 per cent of exhibit 
fees to be paid exhibitors in the 
July 1960 show held at Atlantic 
City. This is the 33rd consecu- 
tive refund made to exhibitors 
who have participated in the 
show since their start in 1939, 
according to Dolph Zapfel. 

With the advance registration 
cards already in the mail, al- 
most 13,000 buyers and other 
top buying personnel will re- 
ceive a floor plan and list of 


exhibitors, both showing booth 
numbers. These will enable buy- 
ers to plan their coverage of the 
show in detail before leaving 
their offices. Buyers are also be- 
ing assured that all exhibits will 
be kept intact and staffed dur- 
ing all show hours including 
January 20, the closing day. 

The Association as in past 
years will provide free buses 
for all show visitors to the Ex- 
hibit. Buses will run from vari- 
ous hotels and motels in Chicago 
to McCormick Place. There are 
four different routes scheduled 
to cover all major hotels and 
motels. Late afternoon buses 
will begin leaving at 3:30 p.m. 
to carry visitors back to their 
hotels. A fleet of 30 buses has 
been arranged to be used in this 
shuttle service. 





Simon's Opens First Branch Store 
(Continued from Page 40) 





stands at the two entrances. 
Firm Celebrates Sixtieth Year 

The firm is not only celebrat- 
ing its 60th anniversary with 
the opening of their first branch 
store but will have a second 
branch store at Hayward, Calif., 
in 1961. This second branch will 
contain about 100,000 sq. ft. of 
space also. 

This company, like many 
others, is eligible for HARD- 
WARE WORLD’s Western 
Hardware 50-Year Club mem- 
bership. 

The firm was first started by 
Benjamin and Rebecca Simon 
when they opened a small shop 
between Fifth and Sixth Streets 
on Broadway in downtown Oak- 
land. They had planned to spe- 
cialize in tools for the skilled 
trades. 

In 1913 the founder had re- 
tired and his sons, Jacob and 
Louis, had stepped up the tempo 
of growth. In 1925 they moved 
the business up Broadway to 
establish a small “beachhead” 
on the block now occupied en- 
tirely by the company. The pair 
purchased a building consist- 
ing of six stores and a hotel. The 
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hardware store occupied two of 
the stores. 

During the 20 years between 
wars, Simon’s gradually devel- 
oped a trend toward a depart- 
ment store operation specializ- 
ing in hard goods. 

The store was extensively ex- 
panded and remodeled in 1937. 

The excellent progress made 
by the firm was slowed down on 
July 25, 1946, when the building 
they occupied went up in flames. 
It was one of the worst fires in 
the history of Oakland. Ironical- 
ly, there was only one payment 
to go on the building’s mortgage. 
The loss was $375,000 greater 
than insurance coverage. 

Despite this bleak outlook the 
firm overcame this problem and 
continued to grow. 

Fair dealings with customers 
paid off. Although most of the 
credit records were burned, cus- 
tomers voluntarily came for- 
ward to pay their bills and ex- 
press good wishes. Suppliers 
also assured Simon that they 
would be able to continue sup- 
plies and merchandise despite 
the fact that many were in short 
supply during this postwar pe- 
riod. 


In 1954 the range of manage- 
ment was taken over by the 
three grandsons of the founder. 
They are: Bertram E. Simon, 
son of Louis and Anna Simon; 
and Stanley D. and Aaron B. 
Simon, sons of Jacob and Eva 
Simon. 

In October, 1959, the down- 
town store was extensively ex- 
panded and remodeled. Two 
months ago the company opened 
a 60,000 sq. ft. warehouse at 
Fourth and Fallon, in Oakland. 
Just recently they opened their 
100,000 sq. ft., three-level park- 
ing garage adjoining the main 








It Also comes in Fool's gold for those 
who want to put something over on 
somebody. 
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KNIFE PACK SPECIAL includes 3- 
in. bench knife and a 2-in. trimming 
knife with sharp, high carbon steel 
cutting blades. Also, a 1'% in. spring- 
steel putty knife. This 3-in-1 pack 
has hardwood handles.—Goodell Co. 
For Details Circle 175 on INQUIRY CARD 


DEALER DISPLAY PACK FOR 
K-Appliances and Pop-Tents. Each 
pack has 18 printed pieces in green 
and brown. Included are double printed 
hangers, easel window and counter 
cards, window banners and dealer 
window decals. Color wall chart shows 
entire line-—Queen Products Division 
King-Seeley Corp. 
For Details Circle 176 on INQUIRY CARD 
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Merchandising Aids 


SALES-BUILDING self-service dis- 
play is single unit staple gun depart- 
ment. Display explains to customers 
uses of staple gun.—Swingline, Inc. 
For Details Circle 177 on INQUIRY CARD 


KEY BLANK BOX has 50 key blanks 
conforming to specifications of As- 
sociated Locksmiths of America, Inc. 
Slaymaker Lock Company 
For Details Circle 179 on INQUIRY CARD 
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INDOOR OR OUTDOOR DISPLAY 
for boat and engine care products. 
Rack holds assortment of “7” Seas 
line of products. Rack covers 3! 
feet of floor space. Equipped with 
wheels and handles for easy moving 
indoors or outdoors.—Du Pont Com- 
pany 

For Details Circle 180 on INQUIRY CARD 





“PICK-ME UP” counter package of 
individual coils of popular Nylon rope 
for boating use. Carton opens into 
counter display. — Columbian Rope 
Company 

For Details Circle 181 on INQUIRY CARD 


AWARD WINNING PACKAGE of 
magnetic wall can opener. Colorful 
pack, with “see-through” bubble, 
showcases can opener styling.—Rival 
Mfg. Co. 

For Details Circle 182 on INQUIRY CARD 


DEVCON 


HOME REPAIR KIT is self-display 
unit for use as gift item. Kit in- 
cludes plastic steel, Devcon rubber 
and Devcon 2-ton.—Devcon Corp. 
For Details Circle 178 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About 


MERCHANDISING AIDS 





BRUSH DEPARTMENT is self-mer- 
chandising assortment of bristle paint 
brushes. — Pittsburgh Plate Glass 
Company 

For Details Circle 183 on INQUIRY CARD 


“SKIDOMETER?” is water ski speed- 
ometer which mounts on ski in front 
of shoe. Self-display box catches cus- 
tomer’s eye.—Nash Mfg. Comapny 
For Details Circle 184 on INQUIRY CARD 


HARD-WORKING DISPLAY for 
flags and pennants. Designed for 
counter use. Permits customer brous- 
ing.—N. A. Taylor Co., Inc. 

For Details Circle 185 on INQUIRY CARD 
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“DANCO” TILLER CABLE is of high 
quality, preformed galvanized aircraft 
cable. Strong in itself, the smooth 
nylon or vinyl covering supplies re- 
sistance to corrosion.—Danielson Mfg. 
Co. 

For Details Circle 232 on INQUIRY CARD 
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“COMPLETE ANGLER’”’ plastic- 
boxed gift selection of fishing lures 
and tackle-——Fred Arbogast Company, 
Inc. 

For Details Circle 186 on INQUIRY CARD 


COUNTER DISPLAY CASE pictures 
product applications of caulking and 
glazing compounds.—DAP, Inc. 

For Details Circle 187 on INQUIRY CARD 


END-USE DISPLAY showing all 
colors of Shedwater neoprene and 
butyl rubber roof coating. — Enter- 
prise Paint Mfg. Co. 

For Details Circle 188 on INQUIRY CARD 


counter use. Shocking pink unit with 
selling copy.—Root-Lowell Corp. 
For Details Circle 189 on INQUIRY CARD 





SHINY FOIL DISPLAY CARTON 
catches eyes of customers and sells 
“Twinkle,” metallic flakes for adding 
glitter and texture to paint.—Roxa- 
tone Corp. 

For Details Circle 190 on INQUIRY CARD 
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NUT WASHER for ballcocks is said 
to be made of lifetime plastic mate- 
rial. Can be tightened or loosened 
without curling, or twisting. Rigid 
enough to prevent cutting.—Mansfield 
Sanitary, Inc. 

For Details Circle 123 on INQUIRY CARD 
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MULTI-USE De-Icer melts frost and 
ice on windshields, lights and locks. 
Shoots strong spray from three to 
four feet away. Works in tempera- 
tures below 0°F. Prevents fogging 
and icing from forming for hours.— 
Union Carbide Consumer Products 
Company 

For Details Circle 126 on INQUIRY CARD 


DRIVEWAY SEALER for asphalt 
blacktop requires no mixing. Keeps 
asphalt pavement “alive,” prevents 
hairline cracks. One gallon coats 80- 
100 sq. ft. applied to damp surface.— 
The Philip Carey Mfg. Co. 

For Details Circle 129 on INQUIRY CARD 
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TABLE CLIPS are stainless steel and 
fit thick picnic or thin card tables. 
Use to hold down table cloths on 
windy days during picnics, etc. Set 
of four in pack.—-L. D. Van Valken- 
burg Company, Inc. 

For Details Circle 124 on INQUIRY CARD 


“TWO-HOLE” snap straps for pipe, 
thinwall and rigid conduit. Semi- 
spring steel straps snap on conduit 
leaving both hands free for nailing. 
Available in five sizes.—Holub Indus- 
tries, Inc. 

For Details Circle 127 on INQUIRY CARD 
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TOUCH-UP MATERIAL for white 
porcelain has handy applicator brush 
in cap. Said to restore original ap- 
pearance of chipped refrigerators, 
sinks, etc. Dries in five minutes to 
hard smooth finish. — Magic Iron 
Cement Co., Ine. 
For Details Circle 130 on INQUIRY CARD 


SPACE-SAVING garment hook for 
walls or back of doors in closet hall- 
ways or bedrooms. Hook pulls down 
for use and retracts when not in use. 
Finished in bright chrome or brass.— 
Newell Mfg. Co. 

For Details Circle 125 on INQUIRY CARD 


HOLLOW WALL ANCHOR requires 
only small hole for securing fixtures 
to wall board, plaster board, etc. 
Available in nine sizes. Rib-design 
eliminates galling in installation.— 
Arro Expansion Bolt Co. 

For Details Circle 128 on INQUIRY CARD 


CAP AND COVER REMOVER is all- 
purpose for removal of tight caps with 
ease. Quickly adjustable to remove 
jar cover up to 4% diameter. Will 
also remove small bottle caps and 
vacuum caps.—Federal Tool Corpora- 
tion 
For Details Circle 122 on INQUIRY CARD 
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ALL COLORS and types of flowers 
are shown in this display of flower 
arrangements. Such flowers. offer 
dealers good volume in giftware de- 
partment.—Fraser, Inc. 


For Details Circle 131 on INQUIRY CARD 
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DOUBLE HUNG WINDOW can be 
converted in a matter of minutes to 
a “no draft ventilator.” The ventila- 
tors come in various lengths.—Chas. 
G. Chinn Co. 


For Details Circle 132 on INQUIRY CARD 


TEA SET makes beautiful impression 
with its copper and glass combination. 
Tea pot sets on ceramic candle 
warmer base. Cups are made of glass. 
—Maren R. Grissel 


For Details Circle 132 on INQUIRY CARD 
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TREAD LOCK BRAKE for medium 
duty casters features positive braking 
on wheel face without wear or wheel 
distortion. It is adaptable for hard or 
soft rubber tires.—Colson Corporation 


For Details Circle 136 on INQUIRY CARD 


LONG HANDLE PRUNER is one of 
six different hedge and foliage tools 
in shear line. Hollow ground polish 
steel blades makes tough clipping 
easy. Handles are long lasting Burnt- 
cote Ash.—O. Ames Company 

For Details Circle 134 on INQUIRY CARD 





WINTERIZE SHRUBS with liquid 
plastic compound protects from cold 
wind and snow during winter. FX-2 
plant protector is non-toxic. Permits 
plants to breath. Non-flammable.— 
FX-Lab Company Garden Div. 

For Details Circle 138 on INQUIRY CARD 


STEEL WIRE SHELVING for homes 
or commercial use. Economical shelv- 
ing comes in 10 or 114% inch widths. 
It can be adapted to any length. Open 
wire construction. Pemco Wheel Com- 
pany 

For Details Circle 137 on INQUIRY CARD 


TABLES for tennis or utility use. Can 
be used for trains, games or banquets. 
Tables will fold away for storage. 
Shown is 444 x 5 foot wooden table.— 
Capri Industries, Inc. 


For Details Circle 139 on INQUIRY CARD 


PLASTIC UTILITY JUG holds 64 oz. 
of liquid. Made of unbreakable hi- 
density polyethylene. Can go from 
freezer to hot dish water without 
damage. Available in three colors.— 
Star Plastic Specialty, Inc. 

For Details Circle 140 on INQUIRY CARD 
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LINE RELEASE for water skiing. 
Pulling knob releases line and skier is 
safe. Line Release comes with nylon 
ring for line end. Attaches quickly 
and releases instantly.—N. A. Taylor 
Co., Ine. 

For Details Circle 155 on INQUIRY CARD 


KARTING TEE SHIRTS for kids 
come in sizes 4 through 16. Two de- 
signs available in quality cotton. Mar- 
Kart or Go-Boy 60 shirts have racing 
karts in full color in front.—Fox Go- 
Boy Carts, Inc. 

For Details Circle 158 on INQUIRY CARD 
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ROT-PROOF ROPE made of twisted, 
laid polyethylene in yellow or black 
and yellow. Two-inch rope said to 
hold 25 tons. Available from 3/16 to 
2”. Lightweight rope sheds water and 
floats.—Berkley & Company 

For Details Circle 161 on INQUIRY CARD 


SPRAY-ON STOCK FINISH for re- 
finishing gunstocks. Kit includes 
matching stain sanding sealer and 
high gloss finish. Finish sprays on 
for hard lasting waterproof finish.— 


FRESH WATER spinning reel has in- 
tegral brake with reinforced nylon 
drive gear. Riviera reel finished in 
rich golden-tan baked enamel with 
gold spinner cup. Weighs six oz.— 
Commerce Pacific Inc. 


CONVERTIBLE RIFLE becomes pis- 
tol in 10 seconds without tools. Combo 
consists of .22 auto-loading pistol and 
rifle stock. Included are rifle barrel, 
sights and operating rod.—Firearms 
International Corp. 


Williams Gun Sight Co. 
For Details Circle 156 on INQUIRY CARD 


BOARDING LADDER can be used to 
transport water skiis and store tow 
rope. Skiis are supported on folding 
tubular frame that opens into three- 
step boarding ladder.—E. L. Holt Co. 
For Details Circle 157 on INQUIRY CARD 
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For Details Circle 159 on INQUIRY CARD 


NEW LOOK for marine safety prod- 
ucts. Designed to hold wearer’s head 
out of water at all times. Jackets are 
comfortable. Filled with new Kapok 
sealed in vinyl plastic—American Pad 
& Textile Co. 

For Details Circle 160 on INQUIRY CARD 


For Details Circle 162 on INQUIRY CARD 


MARINE MIRRORS of non-glare 
glass. Two models available for deck 
or windshield mounting. Full swivel 
mirrors are 84% x 4% in. Mirrors 
give panoramic rear view for marine 
safety.—Seiss Mfg. Co. 

For Details Circle 163 on INQUIRY CARD 
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FLOOR SCRUBBER-POLISHER has 
single brush design that is easy to 
handle. Single brush gives it an or- 
bital action that leaves no swirl marks 
from wax or polish.—Westinghouse 
Electric Corporation 

For Details Circle 146 on INQUIRY CARD 


VENT-O-MIZER charcoal 
heavy sheet steel affords maximum 
circulation of air for portable barbe- 
cue, yet prevents ashes from falling 


grate of 


through to the firebowl.—Stor-All 
Corporation 


For Details Circle 147 on INQUIRY CARD 


TACKLE BOXES have recessed re- 
taining wells at ends of lid. When 
boxes close wells provide place for 
hooks, weights, shots, etc. Water- 
tight boxes are available in steel or 
aluminum.—Old Pal Inc. 

For Details Circle 165 on INQUIRY CARD 
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FOUR JOBS AT ONCE can be done 
with Kwik Sand. Lightens natural 
wood. Primes seals and fills in one 
operation. Dries in 3-4 hours, can be 
sanded or buffed. Prevents light 
woods from turning dark.—McCloskey 
Varnish Company 
For Details Circle 166 on INQUIRY CARD 


ALLOY STEEL ANCHOR with pre- 
assembled expander plug eliminates 
need for costly chucks. Drilset anchor 
cuts installation down to two steps. 
Sets with ordinary hammer.—vU. S. 
Expansion Bolt Co. 

For Details Circle 167 on INQUIRY CARD 


BUILDERS WORK BENCH 


Work bench for sawing and planing 
is built from Versa-Vise and new 
Sawhorse Base. Base slips over two- 
inch stud and supports vise rigidly. 
Vise turns 360° standing up or flat. 
Locks in position when jaws are 
tightened.—_Versa Products Company 
For Details, Circle 153 on INQUIRY CARD 


LOCKSETS WITH MASTERKEY 


Designed for new construction, a new 
line of locksets feature an automatic 
reset the first time the tenant key or 
the master key engages the cylinder. 
Thereafter, construction keys used by 
workmen or rental agents will not 
work.—American Hardware Corp. ... 





STORE OPERATIONS 
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INSTALLATION KIT 


RENT OR SELL complete installa- 
tion kit for round face latch and sok- 
it strike. Kit has necessary tools for 
builders or home handymen to install 
lock sets.—K wikset Division of Amer- 
ican Hardware Corporation 

For Details Circle 197 on INQUIRY CARD 


FLAT LAMPS ARE FLUORES- 
CENT. Thin rectangular glass plates 
are inch and half thick. Use for dra- 
matic store and display lighting.— 
Westinghouse Corporation 

For Details Circle 198 on INQUIRY CARD 


TOOL POUCH for dealer use or to 
be sold to customers will hold steel 
rule, all purpose cutting knife, ham- 
mer, or other tools. It also has nail 
pocket and tool punch. — Goldblatt 
Tool Company 

For Details Circle 199 on INQUIRY CARD 
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TWO-COLOR CATALOG SHEET 
on the Birdie one-man, one-battery 
electric car has been published by the 
Birdie Co., Inc., Summit, New Jersey. 
The literature details the advantages 
of selling the Birdie car for factories, 
warehouses, lumber yards, nurseries, 
mills, garages, garden apartments, 
parks, hospitals and golfers. 

Among the features discussed in 
the literature are the car’s exceptional 
light weight (181 pounds), narrow 
width (35”) and simplified construc- 
tion. The Birdie car travels 10 full 
miles on a single charge, carries any 
man and 100 pounds of cargo, and is 
virtually maintenance-free. 

For Details Circle 200 on INQUIRY CARD 


ARCHITECTS’, BUILDERS’ AND 
CONTRACTORS’ HANDBOOK cover- 
ing all phases of the Miracle “Thin- 
Set” Adhesive method of installing 
genuine clay tile has just been pub- 
lished by the Miracle Adhesives Cor- 
poration. 

Accompanied by illustrations and 
diagrams, complete details are given 
for application of wall tile, ceiling 
tile, exterior tile, and floor tile. 

There is a complete listing of suit- 
able surfaces together with special 
recommendations in connection with 
each, plus diagrams of techniques of 
setting new tile over old tile, over 
badly damaged old plaster, etc. 

For Details Circle 203 on INQUIRY CARD 


COLORFUL BROCHURE with di- 
mensional data, photographs, and 
drawings on Stanscrew hex and hex 
screws, carriage bolts, and lag screws 
is available from Standard Screw 
Company. Conforming to changes in 
product terminology recently adopted 
by the fastener industry, machine 
bolts are now known as “hex and hex” 
screws. Over 5500 different fastener 
types and _ sizes—including socket 
screw products, cap and set screws, 
dowel and taper pins, bolts, and nuts 
are offered. 

For Details Circle 209 on INQUIRY CARD 


BRINKTUN CATALOG is three- 
color, eight-pages featuring new line 
of table-tennis tables, pool and utility 
tables by Brinktun, Inc. The catalog 
shows table-tennis and pool tables in 
a variety of sizes and prices. 

For Details Circle 206 on INQUIRY CARD 


DECEMBER 1960 


SIX-PAGE FOLDER describing 
permanent, inclined belt conveyors has 
been issued by The Rapids-Standard 
Co., Ine., Grand Rapids, Mich. Photo- 
graphs and sketches illustrate in- 
stallations of permanent, inclined belt 
conveyors for efficient interfloor han- 
dling of goods and materials and for 
use of this type of conveyor for 
greater utilization of mezzanine and 
balcony space. 

For Details Circle 205 on INQUIRY CARD 


FASTENERS CATALOG is avail- 
able from Chase Brass & Copper Co., 
a subsidiary of Kennecott Copper 
Corp. The 28-page catalog lists a 
complete line of bolts and nuts, 
screws, washers, cotter pins, nails 
and tacks, escutcheon pins, rivets, etc. 

For Details Circle 213 on INQUIRY CARD 


To Receive Any of this 
Printed Matter Circle 
Number on Inquiry Card 
Facing Page 48. 


BATHROOM ACCESSORIES cata- 
log from Grote Manufacturing Com- 
pany, Inc., is two-color with four 
pages. The catalog includes specifica- 
tions, basic facts and illustrations on 
the new Regency line of recessed and 
surface mounted bathroom accessories 
as well as lavatory legs. 

For Details Circle 212 on INQUIRY CARD 


FOUR-PAGE FOLDER descriptive 
of Ice Rem Super ice and snow melt- 
ing chemical, is announced by Speco, 
Inc., Cleveland. Contents include a 
listing of features, emphasizing that 
the light chip material is 40 per cent 
greater in bulk and melting capacity 
than ordinary pellet type melters. 

For Details Circle 211 on INQUIRY CARD 


(Continued on page 63) 








Another 
FULLER 


MASTER 
MERCHANDISING 


“FIRST” 


Fuller products are made in U.S.A., 
England and other countries, of the 
highest quality materials, by skilled 
craftsmen . . . designed for service 

- and rigidly inspected to pre- 
serve Fuller Quality and Reliability. 


Super DeLuxe 


ADJUSTABLE 
WRENCH 


Assortment No. 1000 


Drop forged, Rockwell-tested steel 
for perfect hardness. FULL TOP- 
TO-BOTTOM CHROME, GROUND, 
POLISH. 2 ea. of 4 sizes, 6", 8", 
10", 12" . . . fast sellers at $1.80 
to $4.20. Values to $5.70. Carded, 
pre-priced, on FREE stand-up or 
hang-up metal display rack. These 
belong up front! 


ORDER TODAY! 


For Details Circle 22 on INQUIRY CARD 





LINK HANDLES 


(my 


HANDLE BEST 





5 Reasons Why: | 


1 Reddy-Fit Eyes eliminate most of the 


work of fitting a new handle to the 
tool. This time saving, labor-saving 
feature is a big sales advantage to 
you and your customers. 


Wood and Steel Wedges are 
fastened to each handle, further 
facilitating fitting. 


Each Link handle is accu- 
rately graded to the highest 
standards in the industry, 
and is inspected at least five 
times during the manufac- 
turing process. 


Foil stamping on each Link 
handle ends confusion. Each 
handle is identified as to 
name, pattern number and 
weight tool it fits. 


Handle labeling is coordi- 
nated with information con- 
tained in catalog A and wall 
chart B illustrated at right. 


There is a Link program for 
you which will help you 
sell more handles — more 
profitably — ask about it. 


OPLINK' 


THINK AND YOU'LL HANDLE LINK 
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HANDLE COMPANY 
Manufacturers of 
America's Finest Handles 


SALEM, INDIANA 
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SLEDGE HANDLES 


Pattern No, 68 — For 6 and 
8 Ib. tools. 

Pattern No. 1016—For 10-16 
Ib. tools 

Pattern No. 1824—For 18-24 
Ib. tools 


Lengths 24” to 42” 


Write today for FREE copies 
of Wall Chart B and Catalog A 
illustrated above 


For Details Circle 12 on INQUIRY CARD 








FREE LITERATURE 


HOW TO INSTALL MINERAL 
WOOL INSULATION IN HOMES is 
the title of new publication just 
issued by the National Mineral Wool 
Association. Prepared as a guide to 
approved application practices, book- 
let gives detailed and illustrated in- 
structions for installing batts, blank- 
ets and blowing wool. 

For Details Circle 214 on INQUIRY CARD 


ACCO PRODUCTS BOOKLET 
from American Chain & Cable Com- 
pany, Inc., tells of the 15 separate 
divisions and 8 subsidiary Acco com- 
panies which make hundreds of dif- 
ferent products in 25 plants located 
in 22 cities in the United States, 
Canada and England. 

For Details Circle 215 on INQUIRY CARD 


“HOW TO SELL MORE MAGNI- 
FIERS” booklet offers dealers a num- 
ber of valuable tips on how to increase 
sales on these impulse items through 
more effective product merchandising. 
Published by Bausch & Lomb, Inc., 
the booklet has clever cartoon draw- 
ings. 

i Details Circle 216 on INQUIRY CARD 


BOOKS—For Sale and Resale 


“CARE AND REPAIR OF YOUR 
SPORTS CAR” by Cee Ritch, Arco 
Publishing Co., $2.75, is highly il- 
lustrated guidebook for money sav- 
ing repair tips for all sports car 
owners at the do-it-yourself level. It 
separates basic repair work from the 
type that should be done by a special- 
ist. It is an excellent guide to sell to 
buyers of used sports cars. Top pro- 
fessionals offer tips on tune-up; main- 
tenance on overhead cam engines; a 
key to good driving habits; a detailed 
analysis of ignition systems; and what 
to look for in planning a check-up of 
a newly purchased sports car. The 
book is cloth bound with 144 pages. 

For Details Circle 221 on INQUIRY CARD 





See here, Mr. Filbert, | demand a fuse 
that doesn't blow out every time I 
plug in my toaster! 
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Western S.M. 
Tours Swedish 
Tool Plants 


‘i, 
Longecor, Jr. 


PORTLAND — J. W. Longecor, Jr., 
manager of sales for the Saw & Tool 
division of Sandvik Steel, Inc., in Ore- 
gon, Washington, Idaho, Utah, North- 
ern California, and parts of Nevada 
and Montana, has returned to his 
home in Portland, following a one- 
month trip to Sweden. 

During his stay abroad, Longcor 
visited the Sandvik factories in Sand- 
viken and Lidkoping, Sweden, where 
Sandvik hand saws, hack saw blades, 
buck saws, bow saws, etc. are manu- 
factured. He also visited in Eskil- 
stuna, Sweden, the C. O. Oberg and E. 
A. Bergs factories, producers of the 
Oberg Swedish Files and Erik Anton 
Berg Swedish Chisels and Pliers which 
Sandvik Steel, Inc. offers in the 
United States as direct factory 
agents. 

Additionally, he toured the Primus 
stove factory in Stockholm, and the 
Sater axe factory in Sater, Sweden. 


Devcon Names 
Western Sales 
Mor. 


Lloyd C. 
Graham 


Lloyd C. Graham was recently ap- 
pointed regional sales manager for 
the 11 Western States for Devcon 
Corporation, Danvers, Mass. Graham 
succeeds Richard L. Rouviere who was 
named regional sales manager for the 
east. 

Graham was formerly West Coast 
sales representative for S. K./Lectro- 
lite Company. 
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SALES PROGRAM FEATURES FILTER PROMOTION 


- 
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THIS IS THE CREW that helped to put on a sales meeting for the P. E. 
O’Haire Co. this fall in San Francisco at the Press Club. From left to right 
are: Charles G. Putnam and Cal Lewis (the Charles G. Putnam Co.); Robert 
Byrne, Cuno Engineering Inc.; Ernie Happoldt (Charles G. Putnam Co.), and 
also master of ceremonies for the evening; Bill Meuser, sales manager of P. E. 
O’Haire Co.; and P. E. O’Haire, who was also awarded membership in HARD- 
WARE WORLD'S Western Hardware 50-Year Club by its editor, Milton Albin. 


Skil Completes Warehouse 
for West Coast Service 


SAN LEANDRO, Calif.—Skil Cor- 
poration, Chicago power tool manu- 
facturer, has completed construction 
on a 14,000 square-foot warehouse 
located here. 

Joseph L. Small has been appointed 
warehouse manager. Formerly a Skil 
branch manager, Small has completed 
more than 30 years service in the 
sales department. 

Paul Jones, Western regional man- 
ager, extended an invitation to all 
Skil wholesalers and distributors in 
the area to send orders direct to the 
new California office, and to visit the 
new facilities when they are in the 
area. 


Dura Adds to Sales Staff 


LOS ANGELES—Dura Sales Com- 
pany, 6277 E. Slauson Ave., here, has 
expanded its sales staff with the addi- 
tion of Don Tarzwell and Al Bain. 

Tarzwell has been named _ sales 
supervisor. Bain will serve as a com- 
bination sales and service representa- 
tive. Dura is distributor for Moto- 
Mower power lawn mowers and other 
garden equipment in Southern Calif. 


Lazy Boy Appoints 
Western Representatives 

Two representative firms have been 
recently appointed by Lazy Boy Lawn 
Mower Co., Inc., Kansas City, Mo. to 
cover the West Coast. 


PORTLAND—Bloodworth & Janney 
Associates at 1633 N. W. 21st Ave. 
here will cover Washington, Oregon 
for Lazy Boy Lawn Mower Co., Ine. 


LOS ANGELES—Krasnow & Asso- 
ciates at 5845 West Pico Blvd., here, 
will cover California, Arizona, Nevada, 
New Mexico and Hawaii for Lazy Boy. 


Wyoming Hardware Holds 
Second Dealer Show 

CASPER, Wyo.—Nearly twice as 
many displays and nearly doubled 
dealer attendance was the story for 
Wyoming Hardware Company’s sec- 
ond annual Fall Merchandise Show. 


Show specials, buffet luncheons and 
dinner and floor show were added at- 
tractions for dealers. The show was 
held September 24-25. Buyers from 
as far away as 300 miles came to see 
the latest in housewaces and sporting 
goods. 
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Owens-Corning Announces 
Appointments in West 


SANTA CLARA, Calif.—Four ap- 
pointments to the executive staff of 
the Marketing Organization, Pacific 
Coast Division, Owens-Corning Fiber- 
glas, have been announced by J. H. 
Thomas, vice president and division 
general manager. 

Fred L. Purtill, formerly sales man- 
ager of the Home Building Products 
Division in Santa Clara, has been 
named marketing manager. He will be 
responsible for all Fiberglas Sales and 
Contracting Division activities in the 
13 Western States. He has been with 
Owens-Corning for 10 years. 

Robert M. Meechan, formerly 
branch manager of the Fiberglas En- 
gineering and Supply Division in Los 
Angeles, has been named manager of 
engineering and industrial sales. Mee- 
chan will be responsible for sales in 
the industrial and commercial mar- 
kets. Prior to his present appointment 
he had been branch manager of the 
Portland and Los Angeles Fenco 
Sales Offices. 

Richard L. Warfield, formerly in- 
dustrial salesman operating under the 
San Francisco branch sales office, has 
been named manager, roofing mate- 
rials sales. Warfield, a member of the 
sales department for seven years, in 
his new assignment has responsibility 
for all roofing material sales in the 13 
Western States. 

Edward H. McKee, formerly adver- 
tising supervisor of the Home Build- 
ing Products Division in Toledo, Ohio, 
has been named merchandising man- 
ager. McKee will be responsible for 
all Pacific Coast Division merchandis- 
ing, advertising, and publicity. He has 
been with Owens-Corning since 1957 
with assignments in sales and adver- 
tising previous to his transfer to 
Santa Clara from Toledo. 


KENTILE OPENS WESTERN TILE PLANT 


Sree 


Torrance, Calif.—The largest resilient tile factory on the West Coast, an ultra- 
modern 250,000 square foot facility of Kentile, Inc., is now in production. The 
plant is situated on 18 acres of land at 2929 California St., here. It consists of 
two main buildings utilizing the latest developments in architecture and engi- 
neering, according to Joseph L. Koleyski, Kentile vice president of manufac- 
turing. It facilitates serving the needs of customers in Western states. 


Here's Howe Again 

SAN FRANCISCO—Retirement be- 
came a little bit monotonous for H. C. 
“Bert” Howe. According to Charles 
Lutz, sales manager of Dunham, Car- 
rigan & Hayden, “He is like Jackie 
Jenson of the ‘Red Sox’ and is back 
at work again with us.” 

Howe is now assistant sales man- 
ager and is very happy resuming con- 
tact with his many friends in the re- 
tail hardware field. He retired Decem- 
ber, 1959. 


Western Reps for Johnson 


H. L. Bowlds and Son, Los Angeles, 
and Alfred Q. Smith, Seattle, have 
been apointed manufacturer’s repre- 
sentative for the 13 Western states, 
by Iver Johnson’s Arms & Cycle 
Works, Inc. 

The Bowlds firm, one of the oldest 
in the West, will show the Iver John- 
son line of hand guns from its Los 
Angeles and Seattle offices as well as 
in Hawaii. 


6th ANNUAL GOLF DAY FOR PAC. SW. HDW. ASSOC. 


A 


COMPLETING 18 at Pacific Southwest Industry Golf Day at Yorba Linda 


LL: 





Ranch & Country Club at Yorba Linda, Calif., are (from left): Fred Whitmire, 
Whitmire Hardware, Reseda; Loren Pedrick, Farmers Hardware, Phoenix; Jack 


Noonan, president of the association, Noonan’s, Santa Monica; and Bob Callahan, 
Callahan Hardware, Los Angeles. Dinner followed golfing with presentation of 


awards to winners. Low net in the class A retail division was Art Koontz 
(right photo), Koontz Hardware, West Los Angeles, who accepts prize from 
association president Jack Noonan. A total of 180 were on hand for the golf and 
dinner event from all segments of the industry. 
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Mountain View Store Wins 
Outdoor Living Citation 


MOUNTAIN VIEW, Calif. — The 
1960 Outdoor Living Award program 
found a winner with Palo Alto Hard- 
ware here. Sponsored by Hamilton- 
Skotch Corporation, New York, N. Y., 
the hardware firm was cited for its 
achievement in outdoor product pro- 
motion. The store illustrated the ef- 
fective use of media advertising, 
direct mail and both sidewalk and 
in-store display of outdoor products. 

In addition, Palo Alto Hardware 
ran a customer contest which included 
a number of valuable prizes such as 
a trip to Hawaii. 

Award judges included William A. 
Phair, editor, Hardware Age., Robert 
Strauss, home furnishings editor, 
Home Furnishings Daily; and Frank 
X. Kiefer, editor, Department Store 
Economist. 


Charles Ilfeld Company 
Names Morelli S. M. 


ALBUQUERQUE, New Mexico — 
Bruno Morelli has been appointed 
sales manager of the Charles Ilfeld 
Company, local wholesale firm here. 

Morelli has been a wholesale hard- 
ware man in Albuquerque for over 25 
years and is well known for his 
knowledge of hardware merchandis- 
ing. 

Two years ago the Charles Ilfeld 
Co. took on the Pro Hardware mer- 
chandising plan. According to man- 
agement, with the plan’s proven suc- 
cess, it is felt that the experience and 
knowledge of Morelli will give valu- 
able assistance to both present and 
prospective Pro Group participants. 


Arizona Hardware Gets Award 


PHOENIX—tThe Arizona Hardware 
Co. was one of ten hardware firms 
which received awards from the Gates 
tubber Company of Denver. The buy- 
ers received inscribed plaques. Hal 
Johnson received the plaque for Ari- 
zona Hardware Co, 
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Kirsch Names Two 
Representatives in West 
: ¥ | e 
P) # 
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HERE’S A 
Bob W. Wills ... Phillip H. Cook 
Covers part of ... Covers sev- MP FTE 


Rocky Mountain’ eral counties in 
area San Francisco 


Bay ares WELDED CHAIN 


Bob W. Wills, formerly in the Los 
Angeles area, has been transferred 
to cover the state of Montana and DEPARTMENT 
several counties in Idaho, Washington 
and Wyoming as a sales representa- 
tive for the firm. FOR 
He succeeds Phillip H. Cook, who 
has been assigned to several counties 
in the San Francisco bay area. Cook ONLY 
replaces the late Maynard C. Colli- 


ander. 


Bissell Promotes Latkin $ 12 
GRAND RAPIDS, Michigan—Jack emp 255 
Latkin has been named assistant sales 


manager of Bissell, Inc. Latkin was 
a regional sales manager of Bissell 
in Pittsburgh. 












... pre-cut packaged Proof-Coil 
on oe a Chain in bright Blue Temper finish. 


William R. Rose has been appointed ... Ideal “starting stock”’ of 3 dif- 


vice president-sales of Lenox Plastics, ferent chain sizes in popular lengths! 
Inc., St. Louis, Mo. A veteran of 15 

years in the sales and marketing field, ... takes only one square foot of 
Rose was formerly vice president in floor space! 

charge of marketing for Bissell Inc. 


nics Pha ges com ae my Hh CHECK THESE 

eling and Stamping Co. 

isco soya IMPORTANT 

DENVER P & K ELECTS “BLUE TEMPER” 
CHAIN FEATURES: 


Rich Blue Color—tempered right into the chain 
Pre-Cut—eliminates measuring and cutting 


Pre-Packaged—for self-service, attractive display, 
convenient storage 


Load-Rated—safe working load limit clearly shown 
on every package 


\V Labeled—for instant identification of grade, size, price 


V Clean—no dirty hands or clothing 


CONGRATULATIONS are given by 
outgoing president Harry H. Lipp, GET COMPLETE INFORMATION FROM YOUR 


National Gift Seal Co., to the newly- CAMPBELL WHOLESALER, OR WRITE DIRECT 
elected president of the Denver Pot 

& Kettle Club, Roy J. O’Donnell, of 

Roy J. O'Donnell Agency, Denver. 


CAMPBELL CHAIN (onsany 


CAMPBELL FACTORIES: York, Pa.; West Burlington, lowa: Union City, Calif 






, WAREHOUSES i Mess te. Go: Dalen: tases 

For Details Circle 13 on INQUIRY CARD——> CHAIN WAREHOUSES: E. Cambridge, Mass.; Atlanta, Ga.; Dallas, Texa 
Chicago, Ill.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif 
Makers of Famous CAMPBELL Jiffy Lug-Rein ed TIRE CHAINS 


Joins Sherr Co. 
As Sales Rep. 


Ed Staff 


SAN FRANCISCO—Ed Staff, well- 
known Northern California house- 
wares representative, has joined J. B. 
Sherr Co., here, it was announced by 
J. B. Falk, Sherr sales manager. 

Staff started in the housewares 
business in 1923 with Hyman-Weill 
Co. More recently he was with Seller 
Bros. He is known in his territory as 
“Pots and Pans” and has this desig- 
nation printed on his business cards. 

Staff will headquarter in Chico, 
Calif., where he has resided for 27 
years. He will cover the area of 
Marysville and Redding for Sherr. 


Landers Appoints Fitts 

Landers, Frary and Clark, an- 
nounced the promotion of Philip A. 
Fitts to the position of assistant sales 
manager of national accounts. In his 
new position, he will assist and re- 
port to Robert E. Morrill, sales man- 
ager of national accounts, in the sales 
promotion and development of na- 
tional accounts for the company. 

In addition to these responsibilities, 
he will implement and coordinate the 
sales training programs in the field. 
Fitts has received national recogni- 
tion on sales training programs and 
activities. 


B & D Names 
Western 
District S.M. 


Harold L. 
Roller 


SAN FRANCISCO — Harold L. 
Roller has been appointed manager of 
the newly-combined San Francisco- 
Seattle sales district for Black & 
Decker Mfg. Co.’s hardware line 
products. Roller was formerly Seattle 
district manager. He joined the firm 
in 1954 at Los Angeles. 

It was also announced by the com- 
pany that the Seattle service branch 
manager is David S. Stevens. He had 
been acting manager. 


Bramman Joins Skil 


Walter H. Bramman has just been 
appointed sales manager of Skil Cor- 
poration’s Specialty Sales Depart- 
ment, announced William K. Downey, 
vice-president for marketing of the 
Chicago power tool firm. Bramman 
has a background of more than 10 
years of marketing experience in the 
portable power tool industry. 


MENLO PARK, Calif.—Edward T. 
Moore, president of Moore Sales Com- 
pany, will handle Du Pont garden 
chemicals in Northern California and 
Nevada. The Moore Company has rep- 
resented several garden supply lines 
since it was founded in 1957. 


GLENN B. WHITE FIRM WINS KRYLON SALES AWARD 


2 
¥ 


REDWOOD CITY, Calif —Glenn B. White, president, Glenn B. White & Asso- 
ciates, Inc., Redwood City and Los Angeles, proudly displays Krylon’s 1960 
Award for outstanding sales achievement, presented to his organization by 
James W. Bampton, President, Krylon, Inc., Norristown, Pa. The award was 
made at the annual Krylon sales meeting held recently at the Merchants and 
Manufacturers Club, Merchandise Mart, Chicago, Illinois. (Left to right) 
Richard C. Newbold, Krylon vice president sales; Elmore E. Kayser, Krylon 
vice president, advertising and promotion; James W. Bampton, president, Kry- 
lon, Inc.; Glenn B. White, president, Glenn B. White & Associates, Inc.; Phil 
Goode, Larry Quigley, Ted Moroney and Tom Belton, members of the Glenn B. 
White organization. In addition each member of the organization received an 


engraved pen and pencil set. 
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Manager 

for Simon's 
First Branch 
Store 


Thomas E. 
Merry 


WALNUT CREEK, Calif.—Bertram 
E. Simon, president of Simon Hard- 
ware Company, announced the ap- 
pointment of Thomas E. Merry as 
manager of Simon’s 100,000 sq. ft. 
Walnut Creek store. 

Merry joined Simon Hardware in 
1950 and has held responsible posts 
in practically every department of the 
Main Store at 8th and Broadway, Oak- 
land. 

The Oakland-born branch manager 
was an appliance salesman for four 
years before joining Simon’s. He was 
with Admiral Halsey’s Third Fleet in 
the South Pacific for the major part 
of his four years in the Navy during 
World War II. 


Two West Coast Reps 
Appointed by Du Pont 
WHITTIER, Calif. — The Randall 
Sales Company, headed by Robert L. 
Randall, has been appointed repre- 
sentative for Du Pont’s Industrial and 
Biochemicals departments. The firm 
will cover Southern California-Ari- 
zona area. Randall’s experience with 
garden products dates back to 1954 
when he was appointed manager of a 
California fertilizer company. 


Bing and Vitense Promoted 


Ray-O-Vac Company, Madison, 
Wis., announced changes in its do- 
mestic marketing organization. Karl 
Bing was named distributor sales divi- 
sion manager responsible for sales 
activities of Ray-O-Vac’s entire do- 
mestic distributor organization. 

William J. Vitense was promoted to 
sales planning and service manager. 
He will direct sales and service activi- 
ties, market analysis, forecasts and 
selling alignments. 


Nusbaum Adds Two Salesmen 


SAN FRANCISCO—Nusbaum 
Wholesale Hardware Co. has added 
two salesmen to their staff. Warren 
Bamford will represent the firm in 
the San Francisco-East Bay area. 
Sam Sowman will represent the com- 
pany in the Sacramento area. Both 
salesmen were formerly members of 
Seller Bros. of San Francisco. 


Riddell & Wright Named S.M. 


William W. Riddell and Ralph G. 
Wright have been named sales man- 
agers of Burgess Battery Company, 
Division of Servel, Inc. Riddell will be 
responsible for the administrative and 
marketing phases of the company’s 
sales program and Wright for field 
sales operations. 
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Daisy Names Out-Door Writer 


Homer Circle, writer and lecturer 
on outdoor subjects, has been named 
vice president of public relations and 
advertising of Daisy Mfg. Co., Rogers, 
Ark. 

Circle has completed 15 years with 
James Heddon’s Sons, Dowagiac, 
Mich., a subsidiary of Daisy. He will 
retain his office of vice president of 
Heddon. He has been very active in 
the outdoor field and a contributing 
writer for major magazines. His lec- 
turers and demonstrations of the fine 
points of sport fishing are in great 
demand. 


S & 9 Plan Dealer Meet 


Plans for a three-day Dealers’ Con- 
ference were announced by the Ser- 
vice & Quality Hardware Store Cen- 
tral Headquarters at Hopkins, Minn. 

Hundreds of dealers from 22 states 
will gather at the Leamington Hotel 
in Minneapolis on February 27, 28, 
and March 1, 1961, to view Spring 
and Summer Merchandise, displayed 
by over 150 manufacturers. Product 
knowledge, 1961 Promotions, and mer- 
chandising plans will highlight the 
three-day session, ending with a ban- 
quet March 1. 


Reed Names Baughman 
Sales Mgr. 


The appointment of J. E. “Gene” 
Baughman to the newly created post 
of general sales manager of the Reed 
Manufacturing Company, Erie, Pa., 
has been announced. Before taking 
his new post with Reed, he served 
as general sales manager of Wells 
Mfg. Corp., Three Rivers, Mich. 


DENVER P & K AWARDS SCHOLARSHIP 


e9 


PRESENTATION of the annual Pot 
& Kettle Club scholarship award in 
the memory of Wilbur S. McCune is 
made by Kenneth J. Dahm, of Kenneth 
J. Dahm Co., (left) to Vance Vought 
of Denver. Vought is a sophomore 
business major at the University of 
Denver Extension Center. The $500 
award is based on academic achieve- 
ment, business aptitude and need. 
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Store Fixture Mgrs. 
Meet in West 


COLORADO SPRINGS, Colo.—The 
Fall Meeting of the National Associa- 
tion of Store Fixture Manufacturers 
was held here October 17-18. A num- 
ber of key officials and representa- 
tives from store and office fixture 
firms gathered for two days of inter- 
esting and constructive business ses- 
sions at the Broadmoor Hotel. 


At the initial session, John K. 
Fetzer, vice president of the Salt 
Lake City Cabinet and Manufacturing 
Company, Salt Lake City, Utah, acted 
as discussion leader on the subject of 
“Building Organizational Depth.” J. 
W. Kulish, executive vice president of 
Ludwig & Patterson Company, Den- 
ver, Col., led the discussion on the 
subject of “Evaluating Your Own 
Metal Shop.” 


In comparing the first three quar- 
ters of 1960 with the same period in 
1959, it was a consensus that business 
had improved. The majority felt that 
business would be average during the 
last quarter of this year. 

Charles F. Logie, president of the 
National Store Fixture & Equipment 
Co., Cheswick, Pa., led the discussion 
on “Controlling and Costing of Job 
in Plant.” 

It was announced that the Sixth 
Annual Convention of NASFM will 
be held on April 20-21, 1961, in Chi- 
cago at the Drake Hotel. 


Meyer Merchandising Gets 
“Keen Kutter" Brand 


Meyer Merchandising Service, Inc., 
Chicago, Ill., obtained the rights to 
Keen Kutter brand from Mark Long, 
chairman - of -the- board, Shapleigh 
Hardware Company. 


The Keen Kutter brand was de- 
veloped over the past century from 
a few items to over 2000 items. It 
started originally as a private brand 
line only for cutting tools. This fam- 
ous trade name is now associated with 
almost every basic item featured in 
retail hardware stores. 

It has been estimated that more 
than 10,000 hardware dealers have 
at one time or another been associ- 
ated with Keen Kutter branded prod- 
ucts. 


William F. Meyer, Jr., president 
of the Meyer organization, stated that 
his organization will distribute Keen 
Kutter branded items through fran- 
chised non-competitive hardware 
wholesalers and their franchised deal- 
ers on a national scope. 


A complete merchandising program 
is planned. Emphasis at the dealer 
level will be in the form of broad- 
sides, newspaper mats, radio and TV 
commercials, store trim kits and com- 
plete store planning and identification 
program. 





Housewares 
Executive 
Moves to 

San Francisco 


Earl H. 
Barker 


SAN FRANCISCO—Ear! H. Barker 
has announced plans to re-establish in 
the housewares field here. For 21 
years he has been associated with 
The Silex Company as Pacific Coast 
division manager in charge of the 11 
Western States. Most recently he has 
been with Procter-Silex Corp. until 
Nov., 1960. 

When Barker first joined Silex, he 
worked for two and one-half years in 
the Tri-State area with headquarters 
in Pittsburgh, Pa., before transfer- 
ring to the Western territory in 1940. 
He made his headquarters in Los 
Angeles. 

He has moved to San Francisco 
where he will be active in the house- 
wares field. 

Barker has been a member of the 
Los Angeles Pot & Kettle Club for 
20 years. He is also a charter mem- 
ber of the Southern California House- 
wares Club. 


GLAZIERS’ POINTS 


Everybody reaches for 


on im, 
. .. Shoots points into 
toughest wood. Patented 
nose plate prevents dropout! 


Union, N. J., U.S. A. 
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SCHEDULE OF CONVENTIONS AND SHOWS 


NATIONAL HOUSEWARES EXHIBIT, Exposition 
Hall, Chicago, Ill. (Dolph Zapfel The Merchandise Mart, 
Chicago, III.) 


INTERMOUNTAIN ASSOCIATION OF HARDWARE 
& IMPLEMENT DEALERS CONVENTION, Hotel Utah, 
Salt Lake City, Utah (Leon Weeks, Intermountain Assoc. 
of Hardware & Implement Dealers, 308 Continental Bank 
Bldg., Boise, Idaho) 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT 
ASSOCIATION CONVENTION, Davenport Hotel, Spo- 


kane, Wash. (Malcolm Smith, 303 Empire Bldg., Spokane, 
Wash.) 


WESTERN WINTER MARKET, Western Merchandise 
Mart, 1355 Market St., San Francisco, Calif. (Henry 
Adams, 1355 Market St., San Francisco, Calif.) 


CALIFORNIA GIFT SHOW, 52nd, Ambassador and Bilt- 
more Hotels, Brack Shops, Merchandise Mart, Los An- 
geles, Calif. (Trade Shows Ltd., 3510 Council St., Los 
Angeles 4, Calif.) 


MOUNTAIN STATES HARDWARE & IMPLEMENT 
ASSOCIATION CONVENTION, Cosmopolitan Hotel, 
Denver, Colo. (F. W. Reich, Mountain States Hardware 
& Implement Assoc., 1233 Spruce St., Boulder, Colo.) 


PACIFIC SOUTHWEST HARDWARE & HOUSE- 
WARES SHOW, State Fairgrounds, Phoenix, Ariz. (Pa- 
cific Southwest Hardware Assoc., Otto Grigg, managing 
director, 1519 South Garfield, Los Angeles 22) 


NORTH COAST RETAIL HARDWARE ASSOCIATION 
CONVENTION & SHOW, Olympic Hotel, Seattle, Wash. 
(North Coast Retail Hardware Assoc., Martin W. 
Danko, Rt. 12, Box 109, Fife Square, Tacoma, Wash.) 


WESTERN CHINA, GLASS, GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, Brooks 
Hall, Sheraton-Palace, St. Francis and Sir Francis 
Drake Hotels and the Western Merchandise Mart, San 
Francisco, Calif. (Kay Leber, Western Merchandise Ex- 
hibitors, Inc., 1855 Market St., San Francisco, Calif.) 


CHINA, GLASS & GIFT MARKET, Merchandise Mart, 


Chicago, Ill. (Thomas V. King, The Merchandise Mart, 
Chicago 54, IIl.) 


WESTERN STATES HARDWARE-HOUSEWARES 
SHOW, AND CALIFORNIA RETAIL HARDWARE 
ASSN. CONVENTION & SHOW, Brooks Hall, Civic Cen- 
ter, San Francisco, Calif. (Krueger Jacobsen, 122 9th St., 
San Francisco, Calif.) 


PORTLAND CHINA, GLASS, GIFT, JEWELRY, TOY, 
STATIONERY AND HOUSEWARES SHOW, Public 
Auditorium, Plaza and Hotel, Portland, Ore. (Kay Leber, 
Western Merchandise Exhibitors, Inc., 1355 Market St., 
San Francisco, Calif.) 


WEST COAST HARDWARE AND HOUSEWARES 
SHOW of Pacific Southwest Hardware Association, Great 
Western Exhibit Center, Los Angeles, Calif. (Pacific 
Southwest Hardware Assn., Otto Grigg, 1519 South Gar- 
field, Los Angeles 22, Calif.) 


SEATTLE GIFT SHOW, New National Guard Armory, 
Olympic and New Washington Hotels, Seattle, Wash. 


(Kay Leber, Western Merchandise Exhibitors, Inc., 1355 
Market St., San Francisco, Calif.) 


For additional information about the conventions and shows listed above 


and others not listed in this issue, write to HARDWARE WORLD Service 
Bureau. 








Montana Hardware & 
Implement Elects Officers 


BILLINGS, Mont.—The 52nd An- 
nual Convention of the Montana 
Hardware Association was held here 
November 3-5. Some 300 hardware 
men and their wives attended the 
two-day convention. 


New officers elected by the associa- 
tion for the coming year included 
president — Neil B. Beatty, Great 
Falls, Mont.; vice president—A. S. 
Hagenston, Glendive, Mont.; director 
—wW. S. Crichton, Deer Lodge, Mont., 
who was president of the association 
last year; and director—John A. Wall, 
Helena, Mont. 


Highlights of the convention in- 
cluded the Midland Implement Com- 
pany and the Billings Hardware Com- 
pany who held separate open houses 
Friday for all delegates. 

Special speakers and panel discus- 
sions kept the sessions busy for both 
hardware men and farm equipment 
men. 


The convention wound-up with a 
banquet in the Northern Hotel, con- 
vention headquarters on Saturday 
evening, November 15. 


Budrow to Continue 
Group Dealer Meetings 


LOS ANGELES—Budrow & Co., 
wholesale hardware firm here, an- 
nounced that it will continue dealer 
product knowledge meetings. 


Several meetings were held last 
fall. The Cummins Electric Tool 
Clinic was held at the Cummins dis- 
trict office on Oct. 18. The O. Ames 
Company garden tool lines and the 
Black & Decker electric tool lines for 
promotions were shown and dis- 
cussed in San Bernardino on Oct. 26. 

Such regional meetings shall be 
held whenever a group of 25 or more 
dealers will attend. 


Libbey Glass Makes 
Western Sales Changes 


LOS ANGELES—Roy C. Packard, 
former Libbey Glass division branch 
manager, has been promoted to man- 
ager of premium and supermarket 
sales. Norman Hollingshead has been 
named to replace Packard here. 

Perry D. Schwartz has been ap- 
pointed to take charge of the Denver 
office. Schwartz was formerly in Los 
Angeles. He replaces George A. Cur- 
rie who moves to the Detroit office as 


manager. 
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Western and Southwest Co-ops Consolidate 


oad 


DEALER MEMBERS of Western Hardware Co., a dealer-owned wholesaler, 
attend special two-day show at the firm’s warehouse in Phoenix. 


LOS ANGELES Western Hard- 
ware Co. of Phoenix, Ariz., and Pa- 
cific Southwest Hardware Co. of 
Santa Fe Springs, Calif., are set to 
February 28. The 
stockholders of both 
companies met at 


consolidate mn 
dealer-owned 
their respective 
meetings in October and approved the 
merger. 


Final plans will be offered for ap- 
proval to both stockholder groups in 
January. 

This follows the recent joint-man- 
agement agreement of the two dealer- 
owned firms which took place earlier 
in the year. Arnold Pecole, president 
and general manager of Western 
Hardware Co., has been commuting 
between Phoenix and Santa Fe 
Springs, where he has been acting 
as manager for Southwest Hardware 
Co. After the consolidation, he is 
expected to headquarter at the South- 
west Hardware offices in Santa Fe 
Springs. The resultant company 
would maintain warehouses and of- 
fices in both cities. They will, how- 
ever, consolidate their promotions 
and merchandising plans. 


The consolidation move came at a 
time when Western Hardware Co. 
held their two day open house show 
at their modern Warehouse at 2905 
W. Osborn Road, Phoenix, on Sep- 
tember 25-26. Merchandise from 58 
manufacturers was displayed. 

During this show there was a spe- 
cial dealer seminar which was pre- 
sented to explain the new Rhythm 
Buying System developed by Poole. 
This system will be used by more than 
200 independent retail hardware store 
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members of Southwest and Western 
Hardware Companies. [It is designed 
to provide information and services 
not available from any other source 
in the Southwest. 


New Western 
Mfg. Firm 


Fred 


Hartenstein 


GARDENA, Calif.— The Del Mar 
Manufacturing Company has been es- 
tablished to manufacture and dis- 
tribute a complete line of bathroom 
accessories on a nationwide basis. The 
announcement of the new firm came 
from Fred Hartenstein, president and 
general sales manager. 


Del Mar will operate as a subsidi- 
ary of A & A Die Casting Company, 
here. For a number of years they have 
manufactured a standard and custom 
bathroom accessory line under an ex- 
clusive sales contract with 
Manufacturing Company. 


Donner 


Sales and distribution will be han- 
dled nationally through manufactur- 
ers’ representatives. 


Other officers of the Del Mar Corpo- 
ration are John Allen, vice president, 
and Victor Anderson, secretary-trea- 
surer. 





GUARANTEED 
DISCOUNTS 
AND MORE 
BELOW YOUR 
PRESENT 
PRICE 


Why pay more — when the BEST costs LESS! 


ATTENTION! 


MFGS. REPRESENTATIVES: TERRITORIES AVAIi 
ABLE IN STATES WEST OF THE MISSISSIPPI 
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THE WORLD FAMOUS 


IRELLI 


RUBBER PRODUCTS 





Pirelli Belts are authorized bearers 
of The American Petroleum Insti- 
tute monogram, designating their 
excellence in quality and material. 


MANUFACTURERS — V-Belts - 
Rubber Hose * Corrugated Matting 


DEALERS-DISTRIBUTORS 


FOR COMPLETE DETAILS AND INFORMATION 


WRITE TODAY! my, 
fi RELLI 


PRODUCTS DIVISION 


te S4HARDWARE WORLD 





1355 Market St. 
San Francisco, Calif. 








i FOI: bs on 


pees OSTEEL WOGL aoe] i 


FLEX-FOLD: PADS 


SPLIT— YOU MAKE 2 PERFECT 8 PACKS! 


1 POUND TUBES @ SPOOL WOOL 
FLOOR PADS @ HANDI-KITS 

SCOUR PADS @ SOAP-FILLED PADS 
Not sold direct. Order through your Wholesaler. 


AMERICAN STEEL WOOL MFG. CO., INC. 
42-24 Orchard Street, Leng Island City 1, New York 
For Details Circle 16 on INQUIRY CARD 


to WILSHIRE! 


.. for finest values in 
fireplace furnishings and barbecues! 


Wilshire offers you Ameri 
ca's largest selection of 
fireplace furnishings— 
Modern, Period, and Pro 
vincial —to meet ail needs 





in every price bracket 





PLUS! America’s 
newest and finest 
barbecue line of 
braziers and wagons 
priced right for any purse! 





= Write for Fireplace Furnishings 
Catalog, plus brochure on 
Wilshire’s exciting barbecue line! 


© MFG. COMPANY 


MAIN OFFICE: 4865 San Fernando Rd. West © Los Angeles 39, California 
EASTERN PLANT & WHSE: 850 W. Jackson Bivd. ¢ Chicago 7, Illinois 
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50 Years In Hardware 


Retailing and Fixtures 


Western Manufacturer Be- 
comes Member of Hardware 


World's 50-Year Club . 
Modern Merchandising Meth- 
ods for Modern Selling is Key 
to More Hardware Sales is Be- 
lief of Reeve 


Reeve Company 
Pico-Rivera, Calif. 


Hurum E. 
Reeve 


FOR 50 YEARS Hurum E. Reeve has been 
playing the role of cupid, fostering and keeping 
happy a marriage between hardware retailing 
and display fixture manufacturing. 

In a 45,000 sq. ft. factory at Pico-Rivera, Calif., 
Reeve Company manufactures self-service dis- 
play equipment used in retail establishments of 
every type throughout the 50 states. However, it 
was as a hardware retailer himself that Hurum 
Reeve made his first big success. 

Born October 11, 1882, in Jacksonville, Morgan 
County, Illinois, he learned the carpenter trade 
as a young man. He left Illinois and journeyed to 
Los Angeles in 1905. He did some building con- 
tracting to keep the wolf from the door and in 
1910 he went into hardware retailing as a clerk. 
3y 1912 he owned and operated his own store in 
Torrance. A year later he started Hurum E. 
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Reeve Company which served as consultants for 


counter equipment and display fixtures to dealers. 

During this era he was active in helping to 
organize the Southern California Retail Hard- 
ware Association and later served a term as its 
president. He was also active in civic affairs and 
in 1924 helped incorporate the city of Torrance. 

In 1927 Reeve sold his hardware holdings to 
devote full time to store equipment and fixture 
manufacturing. He moved his plant to 27th and 
Broadway in Los Angeles. The plant outgrew the 
quarters in short order. A new plant was opened 
at 23rd and Grand Avenue in Los Angeles con- 
sisting of 15,000 sq. ft. 

Ten years ago the Reeve Company moved to its 
present extensive plant in Pico-Rivera. Reeve’s 
two sons are actively engaged in the enterprise 
and a daughter is married to the present Reeve 
sales manager, Leon Broce. 


ISLAND FIXTURE (above) has extra display space 
extended supports built up above gondola. Wire 
separators (below) keep drawer pulls and other 
hardware items orderly. Fixtures were manufac- 
tured by Reeve for new Simon Hardware Company 
store, Walnut Creek, Calif. 
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SWEDISH 
WOOD 
CHISELS 
GIVE 
YOU 


PROFABILITY ** 


Gensco Swedish wood chisels 
are the finest line you can 
sell. Home owner, hobbyist, 
carpenter or cabinet-maker all 
recognize them as the highest 
quality they can buy. 


Made of famous Swedish forged 

steel, hand ground, honed and 

polished. Unbreakable Tenite || 

handles. The quality of Gensco chisels 
surpasses all others in their field. Sell 
Gensco, the line that sells fast, at a full profit. 


Other Products include: 
Bushman Bow Saws, a Full line of Builders’ and 
Shelf Hardware, Stove Bolts and Wood Screws. 


7] =i F-1 of oR gol eo} 


Division of General Steel Warehouse 


1808 N. Kostner Avenue + Chicago 39, Illinois 
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IN MEMORIAM 





A. H. CLARK 


HONOLULU, Hawaii—aA. H. Clark, 
75, died here October 1, 1960. Clark 
had retired from Rubbermaid, Inc., 
in 1957. 

Clark was born in St. Louis, Mis- 
souri. He operated a retail appliance 
store in Boston, Mass., prior to mov- 
ing to California in 1926. He estab- 
lished a manufacturers’ representa- 
tive business in Los Angeles in 1927. 
He was joined by Ed Clark, his son, 
and a partner in the business in 1945. 
The business was dissolved in 1955. 
He became a salesman for Rubber- 
maid in 1955. The A. H. Clark Com- 
pany had represented Rubbermaid 
for many years. 

He is survived by his widow and 
son, Ed, who is sales manager, West- 
ern division for Rubbermaid. 


HARRY WARNER 
ALBANY, Ore. — Harry 


former hardware store owner, died 
in Upland, California. Warner had 
been a department manager for Mar- 
shall Wells Hardware Company in 
Portland prior to coming to Albany. 
He purchased a hardware store here 


Warner, 


in 1929. He retired in 1945 after 
selling his store and moved to Up- 
land. 

Surviving are his widow, a son and 
daughter. 


HERMAN KOLLN 


PLEASANTON—Herman Kolln, 82, 
well-known Pleasanton business man 
and civic leader died in San Francisco 
recently. Kolln, a native of Sunol, 
operated the Kolln Hardware store 
in Pleasanton for 50 years. He turned 
the store over to his son, Jack, five 
years ago. 

Kolln is survived by his widow, 
Norma, his son, Jack, and a daughter, 
Mrs. Bruce Warriner. 


JOSEPH JENSEN 


SEATTLE—Joseph Emil 
72, who lived here 49 years, died in 
Poulsbo. Jensen was born in Chi- 
cago and came to Seattle in 1905. 
For 25 years he was a Frederick and 
Nelson hardware department buyer. 
He moved to Poulsbo eight years ago. 

He is survived by his widow, Mrs. 
Jenie Jensen, and two sons and a 


Jensen, 


PRO Hardware Execs. Meet 


Major decisions were agreed upon 
by the executive staff of Pro Hard- 
ware, Inc., at a recent meeting to 
stimulate rapid expansion in mem- 
ber retail stores. Paul L. Cosgrave, 
president of the organization, re- 
ported that the two major areas of 
activity decided upon were in coop- 
erative newspaper advertising and in 
group buying. 

The executive staff meeting was 
held in Atlantic City, N. J. Coopera- 
tive advertising was tested out in 
eight different markets. The ads used 
were half page in size and contained 
12 promotionally priced items. Dealer 
names were listed below the ad. The 
group plans on expanding its adver- 
tising to over 30 major city news- 
papers. Up to now Pro promotional 
activity has been mostly limited to 
direct mail advertising. 

Group buying for the five annual 
circular promotions has turned out 
to be extremely successful it was re- 
ported. The Pro group plans on ex- 
panding into staple lines and also 
branding some merchandise under 
their trade name of Proven. Lines 
currently branded under the label in- 
clude paint brushes, power tools, 
measuring tapes, ironing board pads 


daughter. and covers, and tool boxes. 











Only "A PENNY A PATCH"... is 
all it costs to use 
TEHR-GREEZE FABRIC CEMENT 


For the instant repair of overalls, 

tents, awnings, tarpaulins, bags, 

any ‘material it can penetrate. 

nent. Thousands of uses. 

Sold by —s jobbers and dealers everywhere. 

Comes in 2 o2., 6 oz. and 16 oz. plastic bottles. — 
packed from 32 oz. to | al. 


"SEND THIS AD AND || access to the West’s most extensive line of pre- 
BOTTLE cee ene une sold, brand-name model and hobby merchandise, 
RE. plus merchandising aids, and counsel based on 
Comes In ftroctie 3 23 years’ specialized experience. Write for in- 
carton. (12 to a pack- formation, or ask to have a representative call 
“*" VAL-A. COMPANY — 
700 W. Root St. : D N. Mallory @ Distributor of Hobby Supplies 
Chicago 9, Ill. 4 orve Wholesale only 


YArds 7-9442 598 POTRERO AVENUE, SAN FRANCISCO 10, CALIFORNIA 
For Details Circle 20 on INQUIRY CARD 


Hobbies and Hardware ... go together 


like bread and butter! 


Add hobbies to hardware and you build traffic, 
build sales, build profits. Entrance into the 
hobby field is easy for hardware retailers in 
California, Oregon and Washington. You have 


gloves, canvases, 
leather goods and 
Inexpensive, perma- 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. Every 
care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses ( ) refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 48 
when desiring further information 


about advertisement. 


A 


American Steel Wool Mfg Co., Ine 


Campbell Chain Co. 
Chilton Company . 
Colorado Fuel & Iron Corp. . .. Third Cover 


Crescent Tool Co. . as oa 9 


D 


Diamond Tool & Horseshoe Co. (1).Front Cover 


Fuller Tool Co., 


G 
General Steel Warehouse Co., Inc. , 61 


John H. Graham & Co., Inc. -Back Cover 


H 


Hyde Manufacturing Co. (2 Second Cover 


O P Link Handle Co. 


D. N. Mallory 
Marshalltown Trowel Co. 


Robert E. Miller & Co., Ine. 


N 


National Housewares Manufacturers As- 


sociation 


The National Screw & Manufacturing Co 


Nicholson File Co. 


0 


Ox Fibre Brush Co., Inc. 


Red Devil Tools 


Rubber Hose & Supply Co. .. 


Ss 
Seymour Smith & Son Ine. 


Southern Screw Co. 


U 


United States Plywood Corp 


Val-A Company 


w 
Wells Manufacturing Corp. . 


Wilshire Manufacturing Co. 


Back Cover 
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Free Literature 


(Continued from page 51) 


EIGHT-PANEL FOLDER on mod- 
ern techniques in the finishing of 
residence floors is offered to hardware 
dealers by Behr-Manning Co. of Troy, 
N. Y., manufacturer of sandpaper and 
nylon fiber floor polishing pads. The 
two-color folder describes step-by- 
step methods of finishing and refinish- 
ing wood floors. 

Folder contains 15 pictures which 
show each stage of sanding and pol- 
ishing operations. A table specifies 
correct floor sanding paper and pad 
needed for each phase of a job. Other 
floor refinishing products are pictured 
and described. Many helpful tips for 
working on new or old floors are in- 
cluded. 

For Details Circle 201 on INQUIRY CARD 


1961 LAWN HOSE GOODS CATA- 
LOG is now available from H. B. 
Sherman Mfg. Co. Among the new 
items introduced in the colorful cata- 
log are: The Rock’n Rain and Wave- 
King wave-impulse sprinklers, the 
Rainger, a low cost automatic travel- 
ing sprinkler, and the Spray-Mates 
home sprinkling kit. Sherman’s com- 
plete line of lawn and garden equip- 
ment is displayed in 24-page book. 

For Details Circle 204 on INQUIRY CARD 


SALES AID CATALOG SHEET 
(F-147-82) describing and illustrating 
advertising materials for Skil’s Or- 
bit/Line sander is available from the 
power tool manufacturer. 

Advertising materials are: 18 in. x 
17 in. counter display; test pattern 
sheet for mounting on pad of sander; 
catalog page which lists features, 
specifications, and prices; 10 in. x 28 
in. window streamer; condensed cata- 
log sheet; and fact tag. 

For Details Circle 202 on INQUIRY CARD 


TOOT YOUR OWN HORN is the 
theme of a new advertising mat 
brochure recently offered by The F. E. 
Myers & Bro. Co., Ashland, Ohio. The 
advertising brochure is printed in 
black and white and features a com- 
plete listing of suggested layouts and 
possible sources of advertising that 
can be used to further sales and prof- 
its. Among these are: Telephone Di- 
rectory Advertising, Newspaper Ad- 
vertising, guides to making ads and 
a section devoted to showing you 
several rules and suggestions for 
using ads for profit. 

For Details Circle 208 on INQUIRY CARD 


FLEXIBLE WATER SUPPLY 
CATALOG from Plumb Shop has full 
line of flexible copper tube water sup- 
plies, valves and fittings for water 
supply hookup to wash basin, toilet, 
ete. 

Fer Details Circle 207 on INQUIRY CARD 
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FOR SALE 


Paint and Hardware Store in Mo- 
desto’s newest shopping center. Fine 
opportunity. Only store of type lo- 
cated on west side. Address Box 
A-972, care HARDWARE WORLD, 
1355 Market St., San Francisco 3, 
Calif. 


HARDWARE EXECUTIVE 
Will buy into manufacturers repre- 
sentative firm or wholesale, retail 
establishment. Will accept position 
in sales management of manufac- 
turer, wholesaler or hardware chain. 
14 years hardware experience. Sev- 
eral years in sales promotion of 
manufacturer. Address Box A-971, 
eare HARDWARE WORLD, 1355 
Market St., San Francisco 3, Calif. 


F. N. Almstead & Co. 600-16th St. 
Oakland, Calif. established 1912. 8,000 
California merchants have used our 
service stimulation. Complete close- 
outs and still making a profit. Our spe- 
cialty closed out, San Leandro Hard- 
ware, Tahoe Hardware, Plaza Hard- 
ware, Soderberg Hardware, Farmers 
Hardware, Schlukabier Hardware, 
Chappell Hardware. Many more re- 
quest stimulation sale, Branch Hard- 
ware, Buehn Hardware and others. 
No Obligation, write or call. 





Where's The Number? 


Due to mechanical] limitations the IN- 
QUIRY NUMBER is sometimes omitted 
at the bottom of an ad. To find the 
inquiry number check the INDEX TO 
ADVERTISERS on Page 68 of this issue. 


CIRCLE THE NUMBER — WE DO THE REST 











Announcements in this section are inserted at the rate of twenty 
cents per word, including address or box number, with a minimum 
charge of $5.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 


ITIES 


SALESMAN WANTED WESTERN WHOLESALERS' 
With hardware following in San Fran- | DIRECTORY SUPPLEMENT 


ciso Bay Area to sell imported win- 
dow glass and mirrors as non-con- 
flicting side line. Commission basis. 
Contact M. L. BURKE COMPANY, 
1855 Market St., Suite 480, San Fran- | 
cisco 3, Calif. CORRECTIONS 


The Salt Lake City Hardware Co., 
Grand Junction, Colorado — change 
1960 WESTERN WHOLESALERS’ | address to: 2135 East Main St. 
DIRECTORY includes 185 wholesal- aa x 

ers located in 68 cities in 12 of the DELETIONS 

Western States. This 16-page annual Seller Bros. & Company, 177 Fre- 
directory gives valuable information mont St., San Francisco, Calif.—No 
about general line and specialty longer in business. 

wholesalers who serve the retail hard- 

ware field.. Each listing includes ex- 

ecutives, territory served, types of NEW LISTINGS 
merchandise handled, special sample OREGON 

display rooms, specialty salesmen and 

special services offered. Price $2.00. BEND 

Send check to HARDWARE WORLD | OREGON HARDWARE _ DISTRIB- 
SERVICE BUREAU, 13855 Market UTORS 

Street, San Francisco 3, Calif. 653 East First Street 











The following changes can be made in 
your 1960 Wholesalers Directory 
which appeared in the June 1960 is- 
sue of Hardware World. 





ESTABLISHED: 1982. 

GEN. MGR: F. E. Moore. 

SALES MGR: Jim Edwards. 

ic. st? 9) BUYERS: F. E. Moore (General 

iM DVA\ Buyer), Harry English (Assistant 
4 Buyer), Jim Edwards (Assistant 
8 Buyer). 

TERRITORY: All of Central & South- 


FIGH | ern Oregon. 
MUSCULAR Sher Men Mania Ton 


Pipe Mill Supplies. 
DYSTROPHY | SAMPLE DISPLAY ROOMS: One at 
: office. 
SALESMEN: 3. 








REGULAR— 


7 sizes for every need 


One set of 4 in a 

3-color box. 12 boxes 

in a 3-color display carton. 

SIZES: 1/2", I'%e", e', 4". 5". 2" H". 


Ask your Jobber or write— 





SILENCE ? one set of & ci 


3 aR od eonngess DOMES SILENCE 


FURNITURE LEVELER-> r f T ene 


Adjustable Combina- : : RUBBER-CUSHIONED! 


tion Leveler and Glider 


for Uneven and Un- Mii G L | D E 


steady Furniture. 
f SOFTLY, SILENTLY, 
SIZES—I"" base, 4 on i SMOOTHLY, OVER 


card; I'4,"", 2 on card; = RING. 
1'/."", 2 on card. Drive ALL FLOO G 


into universal socket SIZES AND TYPES 
or 5/16" hole. FOR ALL WOOD OR METAL FURNITURE, 


ROBERT E. MILLER & CO.,\INC., 35 Pearl St., New York 4, N. Y. 











For Details Circle 23 on INQUIRY CARD 
HARDWARE WORLD 





tt 


Sell CFsI Hardware Cloth for these uses...and many more 





gestions, ask your jobber for free copies of our handy 
pow ea folder specially prepared for the use of you and your 


4 custom 

us ers. 
6) 
@ 


Keep gutters 
leaf-free 


2) Cover chimneys 


Fence around trees 
Remember, when you recommend CF&l Hardware 
Reinforce screen ¢ j i j 
oo Protect flower beds Cloth you are recommending quality ... the kind of 


Sick hidiaaeees @ wars aiznt quality that leads to customer satisfaction and repeat 
© wincows CRERETTND ShOvO sales. This cloth of a 1001 uses 











is heavily galvanized for extra-long life; 
Step up sales by suggesting to your customers that 


they use CFal Hardware Cloth for the home improve- 
ment jobs shown here. And these are only a few of the is available in a complete range of mesh sizes; 

do-it-yourself tasks for which Hardware Cloth is so meets Department of Commerce Commercial Standard 
well suited. For information on these and other sug- CS 132-46. 


won’t break even when severely bent; 
retains its formed shape; 


7842 


THE COLORADO FUEL AND IRON CORPORATION 
STEEL. 


ALBUQUERQUE * AMARILLO ¢ BILLINGS * BOISE © BUTTE * DENVER * EL PASO *« FARMINGTON (N.M.) * FT. WORTH * HOUSTON © KANSAS CITY «© LINCOLN 


40S ANGELES * OAKLAND * OKLAHOMA CITY * PHOENIX ¢ PORTLAND « PUEBLO « SALT LAKE CITY * SAN FRANCISCO * SAN LEANDRO © SEATTLE * SPOKANE * WICHITA 
For Details Circle 24 on INQUIRY CARD 





SELL THE LINE YOUR CUSTOMERS KNOW... 


The Complete Line! 


b SEYMOUR SMITH 


AAPG 


SHEARS 
SEND FOR 
YOUR COPY OF 


OUR NEW | ' NAME ITEMS 
ST MOVING ITEMS 


19 60- {9 6! | DOD PROFIT ITEMS 


lete || USTOMER SATISFACTION 
Compie iEW PACKAGING 


aa 

















C iglog! ie NEW LOCAL NEWSPAPER PROMOTION 
a | IATIONAL CONSUMER ADVERTISING 











SNAP-CUT Shears will please all your customers. Home 
owners will like their smooth, powerful cutting action and 
many gardeners will actually be asking for SNAP-CUT 


Tools by name. Be sure you have these money-making tools 
in stock. 


Ask your wholesaler about this fast selling line...GRASS 
SHEARS, PRUNING SHEARS, HEDGE SHEARS, LOP- 
PING SHEARS, PRUNING SAWS, TREE TRIMMERS. 
Ask your wholesaler about the Snap-Cut Profit-Paks and the 
Magic Merchandiser. 


SEYMOUR SMITH 


\ A ' KI] SEYMOUR SMITH & SON, INC., Oakville, Conn., U.S.A. 
L}n , 


‘Quality Tools Sales Representatives 


Since 1880 JOHN H. GRAHAM & CO. INC. 


105 Duane St., New York 8, N. Y. 
For Details Circle 25 on INQUIRY CARD 











